RDER now, trom your 

jobber, the Disston- 
Keystone Saw Sales Pack. 
It contains ten Disston- 
Keystone Hand Saws, which 
cost you $11.25 and retail 
for $17. 

You get two 16" Saws to 
retail at $1 each; two 20" 
Saws to retail at $1.50 each; 
and six 26" Saws to retail at 
$2 each. Three of the saws 
are mounted on the window 
cut-out as illustrated, and a 
supply of counter folders is 
included without charge. 

You can also get Disston- 
Keystone Hand Saws in 


/ straight half-dozens of one 


size only. 

Write us at once for the 
new sales-making DISSTON 
SAW WINDOW DISPLAY and the 
new DISSTON-KEYSTONE SAW 
WINDOW DISPLAY, both sent 
free. 


Henry Disston & Sons, Inc. 
Philadelphia, U.S.A. 
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If you’re nimble... if you’re quick... 
THIS BRAND-NEW 


YOU'LL JUMP AT 
CANDLESTICK 


...and Wallite too! 


*%The Eveready Electric Candle (* 


_— 


A 


\ * The Eveready 
\ Wallite 















* THE EVEREADY 
ELECTRIC CANDLE 


Display this where your cus- 
tomers can pick it up. When 
they do—it will light. When 
they set it down, it goes out. 
That arouses their curiosity, 
and usually makes a sale. 

The Candle will also give a 
steady, permanent light. It is 
located in the dark by lumi- 
nous dots. Handsomely fin- 
ished with a satiny, silvery 
gleam. The lamp is housed in moonstone glass, and sheds 
a bright, yet mellow light. 

The Candle is ideal for telephone-stands, dinner-tables, 
nurseries, guest-rooms, dressing-tables, summer cottages 
and a score of convenient places. Ribbon marking on 
case covered by trade-mark. Retails for $1.75, complete. 
It is 634 inches high. 


* THE EVEREADY WALLITE 


A beautiful, pull-chain light. Finished in black or ivory, 
and trimmed with polished, lacquered brass. Opalescent 
globe gives a soft, pleasing light that’s bright enough to 
read by. Can be put permanently in place, or hung on a 
hook and used as a portable light. There is scarcely a home 
that can’t use three or four Wallites. 

Closets, garages, attics, stairways, and cellars are only 
a few places that need Wallites. An excellent gift. Retails 
for $1.75, complete. The Wallite is 41% inches wide, 54 
inches high. 












F YOURE looking for bright, new, fresh ideas — 
merchandise that moves — you can see that 
these lights are winners! They have everything 
that appeals to the public—novelty, beauty, utility. 
They’re backed with a well-known name; and a 
strong advertising campaign in The Saturday Eve- 
ning Post, and other important national magazines. 
Almost everybody wants extra electric lights 
some place or other in their homes. But they don’t 
want the fuss and muss of wiring. These Eveready 
Wireless-Electric Lights don’t need wires! They’re 
powered by the new Eveready extra long life, metal- 
seal Batteries. Get after the market that’s been 
waiting for these lights — and the market we’re 
creating with the advertising. Put them on display 
today! 


NATIONAL CARBON COMPANY, INC. 
General Offices: New York, N. Y. 


Branches: Chicago Kansas City New York San Francisco 


Unit of Union Carbide 





Eveready’s advertising 
tells about the all- 
armored construction 
of Eveready Batteries 
—the new crack-proof, 
leak-proof, metal seal. 
The power in these bat- 
teries is locked in — 
and stays in. Retail 
for ten cents each. 


and Carbon Corporation 
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Here are three auger bits that make money for all 
dealers who handle them. Fitting into the kit of all 
classes of mechanics for a great variety of uses and 
being also widely used by the handy man and home 
owner, these tools are really fast sellers that stay but 
a short time on the dealer’s shelves. 


Like all Greenlee Tools they are made to the highest 
standard of quality. From the selection of raw stock, 
all through the forty-five distinct forming and polish- 
ing operations, these bits are given 
the most exacting workmanship, re- 
sulting in the highest standard of 
quality. Efficient management and 
quantity production enables us to 
price these tools so they really sell— 
sell at a price that satisfies the user 
and yields a fair margin to the dealer. 


The bit illustrated at the top is the 
No. 12 Extension Lip, a tool that has 
earned an enviable reputation be- 
cause of its form, temper and finish. 


District Sales Offices: 
New York: 53 Warren St. 
Boston: 34-38 Binford St. 
Philadelphia: 1209 Olive St. 
Nashville: 606 Cotton States Bldg. 
San Francisco: Sheldon Bldg. 
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Three Fast-Selling Auger Bits— 
Money Makers for Every Dealer 





GREENLEE 
TOOL CO. 


ROCKFORD, ILLINOIS 


THE GREEN MARK — A QUALITY GUARANTEE — IS ON EVERY GREENLEE BIT AND CHISEL 
3 






Who Stocks Them 


Here is a tool designed for the highest grade of 
cabinet work. The one shown in the center is the 
famous Greenlee No. 22 Solid Center. This is the 
bit of a “hundred uses” and is always in demand by 
thousands of carpenters, electricians, plumbers and 
home owners. The third bit shown, the one at the 
bottom, is the No. 16 Unispur Electrician Auger Bit. 
Well known for its easy and smooth boring qualities, 
this tool is the choice of mechanics who want good 

work at high speed. It is very fast, 


boring one inch in eight turns. 


Stock these three fast movers. Here 
is a line with real sales possibilities 
that will make money for you just 
as it has for many others. Don’t 
put off writing any longer! Get a 
letter in the mail today asking for 
prices and literature, also telling us 


who your jobber is. 


District Sales Offices: 


Los Angeles: 1302 Washington Bldg. 
Seattle: L. C. Smith Bldg. 
Vancouver: 4190 Blenheim St. 
Montreal: 129 St. Peter St. 





A proposition 
offered to the 





and here’s what it has already done 


2763 tires sold in 3 weeks by 


one dealer in town of only 


30,000 population © 
10,000 fires in 2 weeks by chain of 


10 stores 


15,000 tires in 4 weeks by chain of 


small town stores 


95000 tires in 1 day by chain of 155 


stores through middle west 


PHARIS# 





Est ZENE 
TinRES 





The PHARIS TIRE & RUBBER Company, Newark, Ohio 
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-..- definite 


never before 
public and trade 


To most stupendous, record-breaking 
sales stimulator ever witnessed by the 


tire industry, has put PHARIS dealers in a 
fortunate position to dominate the market 
in their respective territories. 


Pharis has upset tradition and convention by 
making possible tire sales that no one would 
have thought possible even in normal times. 


No increase in your overhead ... no fancy 
tricks ... a straight forward, direct-action 
sales proposition. Inquiries invited from 
responsible, well-rated companies only. 


guarantee 
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THIS PLAN IS 
KEEPING | 
PHARIS WORKING 


24 hours a day 


Seven days a week . . three 
shifts daily . . more tires leaving 
the PHARIS factory than ever 
before .. and Pharis has always 
been a factor in the tire market. 

























MORE DEALERS 
DELI 
y 4114 Insutlat ed 


FENCE 
THAN ANY 








EARS of experience has taught a great ma- 

jority of dealers that Zinc Insulated Fence is 
quick turnover merchandise —and far outsells any 
other brand on the market. 


Back of these dealers is the strongest and most 
effective advertising and sales promotional cam: 
paign that makes their store fence headquarters. 


Write for full details covering our attractive dealer 
plan on Zinc Insulated Fences, Steel Fence Posts, 
Steel Gates, Poultry Fence, Netting, Staples, Nails 
—Wire of all kinds! 


THER BRAND/ 


GENE RA ese 

















-- BACKED BY THE 
STRONGEST FENCE 


Guarantee 
EVER WRITTEN 





AMERICAN STEEL & WIRE COMPANY 


SUBSIDIARY OF UNITED 
y, Russ Building, San Francisco 


208 South La Salle Street, Chicago 
Pacific Coast Distributors: Col 





STATES STEEL CORPORATION And All Principal Cities 
Export Distributors: United States Steel Products Company, New York 


—— | 
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Sales tips No-2 


Consider the CARPENTER 
and the HANDYMAN 


AY in and day out these two mechanics ply their edge tools. They 





CARBORUNDUM | 
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are the men who know the real value of a good sharpening 

stone—of keeping chisels, plane bits, draw knives, gouges, etc., always 

with a keen, smooth edge. They are the men who buy Carborundum 
Brand Combination Stones. 

One way to let them know that you carry these stones in stock 

is to use this special metal 

lithographed display board 


ARBORUNDUM [aM 


It effectively displays a half 














dozen of the most popular 
sizes—use it on counter, shelf 


BY 
a 


or in your windows. 
Given free with an assort- 
ment of a dozen stones. 


Glad to have you 
write for details. 









THE CARBORUNDUM COMPANY 


Pee AER, FAL 1S, MoE WwW YOUR 


CANADIAN CARBORUNDUM Co., Ltp., NIAGARA FALLs, ONT. 
Sales Offices and Warehouses in New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati, 
Pittsburgh, Milwaukee, Grand Rapids, Toronto, Ont. 
The Carborundum Co., Ltd., Manchester, England 
Deutsche Carborundum Werke, Reisholz bei Dusseldorf, Germany 


( CARBORUNOUM 18 A REGISTERED TRADE MARK OF THE CARBORUNOUM COMPANY ) 
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HEAT.... 
without a furnace 


SUPERFEX FILLS SO GREAT A NEED 
IT OPENS UP A WIDE MARKET... 


LACED on the market only a year ago... 

Superfex met with immediate acceptance. So 
important to every furnace-less household is this 
new solution of the heating problem, it is open- 
ing up a vast market. Dealers who push Superfex 
by means of demonstrations and outside selling, 
are finding that, regardless of conditions, there 
are thousands ready to buy. 


To every stove-user everywhere, Superfex adver- 
tising offers release from the drudgery of coal 
dirt and ashes . . . offers the cleanliness, flexibil- 
ity and comfort of modern oil heating, without a 
furnace at prices as low as $39.50*. 


Safe, Practical, 
Easy to Demonstrate 


* 
Superfex has no moving parts, no small orifices to 
choke up. The modern vaporizing burner is easily 
lighted through a generous-sized opening at the 
front of the heater. Draft regulation is automatic. 
A handy fuel valve gives instant control of the fire. 


Superfex Heaters can be set up and connected 
to a chimney as easily as any stove. They burn 
No. 1 Light Domestic Fuel Oil, Furnace Oil, 
Distillate or Kerosene. Fuel reservoirs are remov- 
able for convenient refilling in another room with- 
out disturbing the fire. Constant-level valve con- 
nections for outside fuel storage are also available. 


Five SUPERFEX models . . 
all finished in porcelain enamel 


Superfex Heaters in both circulating and radiating 
types are finished in walnut brown porcelain 
enamel. There are sizes suitable for homes, 
schools, stores, shops and service stations. List 
prices from *39.50 to $145*. 


Nationally Advertised 
Sold on a good profit margin 


Superfex advertising in general magazines and 
national farm papers began early in August and 
will continue throughout the season. Get your 
share of the Superfex business. Splendid profit 
margin and dealer bonus. 


Remember, Superfex Heaters are sold only 
through retail dealers, not through mail order 
houses. Send the coupon for complete information. 


Be sure you have plenty of 
PERFECTION Room Heaters! 


Don’t let your supply of popular num- 
bers get low during the heater season. 
Now is a good time to fill-in the models 
you need for, choice of finishes and 
prices. New prices *5.25 to *14.00*. 


PRODUCTS OF PERFECTION STOVE COMPANY 


* Prices slightly higher im the South, the far West and in Canada. 


HEATERS 


CIRCULATING azzd_ RADIATING- 
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PERFECTION STOVE COMPANY 


7610-C Platt Avenue, Cleveland, Ohio. 


() Superfex Oil, Burning Heaters 


Name — 





Please send complete information about 


(C Perfection Portable Room Heaters 
































Street 


Post Office 





County 






State 

















MYERS crear PUMPS 


MORE WATER — LESS POWER — 
EXTENDED SERVICE 


Today, more than ever before, folks in general recognize the importance of dependable 
pumping equipment. More water, less labor, longer service years. All are important 
factors. They are the underlying reasons for the success of Myers Cog Gear Well, House 
and Cistern Pumps. They give to the user the utmost in pumping service, and 
where quality comes first in the eyes of the prospective purchaser, they have the design, 
construction, improvements and finish that will assure himr full value for his dollar re- 
gardless of how critical he may happen to be. Which brings us once again face to face 
with the well established business fact that those who sell quality merchandise reap the 
harvest of better profits and satisfied customers. 

Little wonder so many good dealers in so many localities sell Myers Cog Gear, Force 
and Lift, Well, House and Cistern Pumps. For up-to-the-minute information about 
Myers Pumps, both hand and power, write or wire us today for a copy of the new Myers 
Complete Catalog, No. 64. 


THE F. E. MYERS & BRO. CO., ASHLAND, OHIO 


PUMPS — WATER SYSTEMS — HAYTOOLS _— DOOR HANGERS 


| : PATENTED PATENTED PATENTED 
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NOW, MORE THAN EVER 
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your customers need this protection. 


With traffic on both city streets and country 
roads increasing at an alarming rate, and traffic 
accidents mounting in proportion, home owners 
are realizing more than ever the necessity of 
adequate protection for playing children. Lawn 
fences are being erected around homes in every 
community, not only to keep playing children 
out of danger, but to protect lawn, shrubs, and 
gardens. 

There is profit in lawn fences and you should 
be getting your share. Be sure your line is 
complete. Missing items mean lost sales. Pitts- 
burgh Fences include a style and height for every 
need. In the *‘Pittsburgh”’ welded line there are 
Double Scroll, Single Scroll and Plain-Top de- 
signs, all in a variety of heights and gauges. 
Pittsburgh Patrician is a high-quality fence of 
the chain-link type at an economical price. It 


is of standard 45-inch height, No. 12 gauge, 
with 114-inch mesh, galvanized after weaving, a 
beautiful enclosure for the better-class home. 
All Pittsburgh Fences are made of the finest 
copper-bearing rust-resisting steel, and heavily 
zinc coated. They have at least 75% longer life 
than ordinary lawn fence. With Pittsburgh 
Fence in stock, you have the ideal line to meet 
the growing demand for lawn fences... The 
Plain-Top welded designs also offer additional 
sales opportunities because of their wide-spread 
use for such purposes as tree and window 
guards, feeding pens, corn cribs, etc. The same 
high quality is available in Pittsburgh Farm, 
Poultry, and Chain-Link Fences for all purposes, 
barbed wire, posts, nails, etc. Pittsburgh Walk 
Gates, Drive Gates, Flower Fence, Trellis Wires 
and complete fittings for every type of fence. 





Pittsburgh Lawn Fence 





h Steel Co.) 





ets 
Union Trust Building Pittsburgh, Penna. 


New York Detroit Chicago Dallas 
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Syracuse Memphis San Francisco 
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JOBBERS CONVENTION NUMBER 
of HARDWARE AGE 
PUBLISHED OCTOBER 29 


FEATURING 


First report of the important 

Hardware Jobbers Convention at Chicago-- 
October 19-23. An outstanding trade 
event of the year. 


CIRCULATION 


Covering major hardware retailers, all 
hardware jobbers, and over 3,000 of their 
executives, buyers and salesmen. 


Regular card rates. 


Hardware Age, red--$50 per page. 
Any other color--$75 per page. 


CLOSING DATES 


Final advertising forms--October 20 
Last date for proofs for approval--October 13 


Your early space reservation urged. Write, or wire at our expense. 


HARDWARE AGE 
239 West S9th St., New York City. 
Penn 6-3200 


Chicago--Cleveland--Boston 
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YOUR JOBBER HAS THEM 
— ORDER NOW! 


World’s 
Greatest Combination 
of Protective Features 


MASTER LOCK CO., 2... 


World’s Largest Padlock Manufacturers 


Miratsiels 


Th 


RETAILS 
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Shoots Customers Your Wa 









created. Order through your jobber. 


H &R “FOLDING” 


Mr. Dealer, Carry the Shot Gun 
the Motorist Likes to Carry 


Now-a-days men and boys who hunt usually motor to the woods and bays. They like 
this Gun, because it folds up compactly and occupies little space in the car. Can also 
be taken in a suitcase. No detachable parts to become lost or mislaid. Ball and spring 
device (patent applied for) limits movement of barrel to normal position, except when 
desired to fold gun. Now available in two weights. Light frame in 410-12 m/m, 
14 m/m and 28 Gauge, with 22-in. Barrel, weighing about 4% pounds. Heavy frame 
in 12, 16 and 20 Gauges and 410-12 m/m, with 26-in. Barrel, weighing 5% to 6% 
pounds. Stock, fine black walnut; flexible hard rubber butt plate. Retails profitably 
at $12.00. Weather-proof carrying case $1.75 extra. Well-advertised—demand already 


HARRINGTON & RICHARDSON ARMS CO. 


WORCESTER, MASSACHUSETTS, U. S. A. 





y. 


















A Very Popular Seller 


This handy table or 
bench model machine 
with Enamel Pan is a 
popular seller to all 
who have to prepare 
shaved ice. It has a 
new three-blade cutting 
» head and removable 
cutting knives adjust- 
able to shave either 
coarse or fine. 


The CLAWSON 
ICE SHAVER 


always shaves the ice into uniform size crystal 
flakes. No lumps or chunks. Simple, durable, 
highly efficient. Sizes and styles of Ice Shavers 
(Hand Power or Electric) for every requirement 
up to 300 Ibs. per minute capacity—all backed by 
30 years’ experience and a Guarantee of Complete 
Satisfaction. All attractively finished. Write for 
Folder which describes all styles and let us quote 
prices which allow for a real profit. 


SOLD EXCLUSIVELY THROUGH LEGITIMATE DEALERS 


CLAWSON MACHINE Co. 


FLAGTOWN, N. J. 


PIONEER MANUFACTURERS AND INVENTORS OF ICE SHAVERS 






Snow King 
(Hand Power) 
Model No. C 1-B 
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20,000,000 Prospects 


Scores of Them Your Customers 


Nearly every home in your community is a logical customer for 


Uncle Sam’s Register Bank, the favorite small change savings 
bank we 25 years. National advertising.is “selling” Uncle Sam’s 
Bank to your trade. Stock now 
to meet the demand. 

Uncle Sam’s Banks are strong, 
durable, accurate. The mechanism is 
guaranteed to last a _ lifetime 
if not mishandled, Capacity 
$50.00. A bell rings five times 
for quarters, twice for dimes, 
once for nickels. The 
amount registers on the face 
of the bank. so takes pen- 
nies and bills. Locks securely. 
Opens automatically at $10.00. 
No keys to lose. 

Prices and samples on request. 
Place orders with your jobber. 
Write for catalog describing com- 
plete line of Uncle Sam’s Banks, 
Cash Store Registers and Radio 














Questionaire. 
Durable Toy & Novelty 
ation 
217 Fourth Avenue 
New York, N. Y. 


Established 1907 
H. PAYSON, President 


UNCLE SAMS 
Register BAN ies 
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Today 


customers are 


Values — 


In Bethlehem Bolts—a product made by 
a manufacturer whose name has long stood 
for high quality, consistently maintained 
—your customer will find maximum value 
for each dollar spent. The value that 
Bethlehem Bolts offer will make satisfied 
customers and lay the foundation for many 
future orders. 

Bethlehem Bolts, identified by an “A” 
on the head, can be recommended with the 
assurance that they will give satisfaction. 
They are manufactured in a plant entirely 
devoted to the production of bolts, nuts 
and allied products. They have clean, accu- 
rate threads. They are carefully inspected 
before shipment. Every step in their man- 
ufacture is carefully guarded to insure a 


degree of precision that will ultimately be 
felt in the various uses to which these bolts 
may be subjected. , 

The “A” on the head of a Bethlehem 
Bolt is more than a mark of identification; 
it is a symbol of quality. Sell the Bolt 
with the ‘‘A”’ on the head! 


BETHLEHEM STEEL COMPANY 
General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, Philadelphia, 
Baltimore, Washington, Atlanta, Pittsburgh, Buffalo, 
Cleveland, Cincinnati, Detroit, Chicago, St. Louis. 


Pacific Coast Distributor: Pacific Coast Steel Cor- 
poration, San Francisco, Los Angeles, Portland, 
Seattle, Honolulu. 


Export Distributor: Bethlehem Steel Export Cor- 
poration, 25 Broadway, New York City. 


BETHLEHEM 


Bolts 
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Bethlehem Bolts and Nuts are 
carefully inspected, and come to 
you in strong, neat packages. 
Each bolt is marked with an 
“4”? on the head—your means 
of identification of these good 
bolts. 

















Heavy gloves are no impediment to the operation of a MILLER 







There’s a Miller 
Ked Dot Keyless 
Padlock for Every 
Possible Need! 


RED DOT KEYLESS LOCK 


N® matter what the requirement—whether 
for school, gym, Y, armory, hospital, 
factory or any of numerous uses around the 






It?s Not Too Late! 





° ° 
Friday 


December 


20 


CHRISTMAS 











¥ « 
Have you ever received your HELLE R 


copy of “The Story of Jim 
King?’ If not, be sure to send 
now. You will be sure to get 
some good merchandising ideas 
and helps for holiday business. 





You'll be arranging your stock 
for Christmas shoppers in a 
few weeks now. It’s not too 
late to order that Heller Dis- 
play Table if you act promptly. 
You can have as many tables/as 
you will need to help you make 
the most of the holiday rush— 
and pay for them out of in- 
come. Remember—the best dis- 
played items will be the best 
sellers in 1931. Write or wire 
for full information on display 
tables and Heller Payment plan. 


W: -C. HELLER & CO. 


700 Bryant St., Montpelier, Ohio 
New York Office: 20 Vesey St., Suite 500 


home and farm—there is a MILLER RED 
DOT KEYLESS PADLOCK which just suits 
the purpose. 

Write for circular describing our com- 
plete line of six different style keyless locks. 
Each has in the center of the knob a brilliant 
RED DOT, the identifying mark of quality 
which distinguishes the MILLER KEYLESS 
LOCK. 

Since 1889 we have been continuously 
making keyless locks. Millions in use are 
giving highly satisfactory service in this 
country and abroad. The click system, of 
which we are the originators, has many times 
demonstrated its advantages over locks which 
operate by sight alone. 

Return the coupon for further particulars 
regarding the merchandising of MILLER 
RED DOT KEYLESS PADLOCKS. 


THE J.B. MILLER KEYLESS LOCK Co. 
201 Lock St. (Dept. C.) Kent, Ohio 





A brillant RED DOT directly in 
the center of the knob identifies 
every MILLER KEYLESS LOCK. 


The J. B. Miller Keyless Lock Co. 
201 Lock St. (Dept. ©) Kent, Ohio. 
Gentlemen : 
Kindly forward at once information regarding your new keyless 
lock and service. 


(check) 

PEATE cccvccccvcccscccdvccsscvcvccscsceecs “Seecceeess dealer 
jobber 

EID 9c 0 nnd 60000) 9 0000200000060 0b 500s Rabb Res 4h consumer 
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No cost—no obligation. 10A 
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Build Trade 
with Toys... 


NLY a few years ago 
O Toys were looked upon 
as a novelty in a Hard- 

ware store. 


Today Toys are a staple in 
many, Hardware stores and all 
who sell them agree that noth- 
ing so attracts the trade of 
Boys and Girls. 


You can keep posted on what 
is New in Toys, as well as 
New methods of displaying and 
merchandising them by read- 
ing Hardware Age. 
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New Power 
in a Shell 
New Power 
forYour Sales 


. eu primer in a shotshell is like the spark plug in an engine. 
A richer spark or flash means more power — more speed — 
greater drive. 


The new Winchester Staynless Shelis have a primer which gives 
a more intense and powerful flash. 


Results for the shooter? Added force in the power house which 
puts a greater drive behind the load—shells that make better 
patterns, hit harder and kill farther —shells that are dependable 
at all extremes of temperature whether 40 below zero or 100 in 
the shade. Staynless Shells also prevent rusting of the barrels 
and so make cleaning unnecessary. 



















Results for the dealer? Added satisfaction for your customers 
—greater sales. Place your fill-in orders NOW for Winchester 
Staynless Shells — Lacquered Leader —Speed-Loads—Repeater 


—Ranger—superior for field, trap or skeet. 


WINCHESTER REPEATING 
ARMS CO. 


New Haven, Conn., U. S. A. 








STAYNLESS SHOTSHELLS 
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Every owner of a 
shotgun or rifle 
who sees this gun 
cleaning outfit 
wants one 


Sells for [22 
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HOPPE’S GUN CLEANING PACK 


The Ideal Gift or Prize 
for any occasion 


Contains 


Bottle, Hoppe’s Nitro Powder Solvent No. 9 
It quickly removes leading, which hides rust. 
Rust causes pitting. A pitted gun is worth- 
less. Keeps gun bore free from metal foul- 
ing and powder residue. 


Can, Hoppe’s Lubricating Oil 
Is without an equal for moving parts of 
guns. Specially refined and penetrating. 
One drop suffices. Will not clog or gum. 
Good for every household purpose. 


Tube, Hoppe’s Gun Grease 
This cleaning and acid neutralizing heavy 
paste prevents corrosion. As an emergency 
cleaner, nothing is so good. No dirt. No 
trouble. 


Gun Cleaning Patches and 
Gun Cleaning Guide 


Order through your Jobber 
i To Dealers: Let 
hy us send you a 
=: supply of our Gun 
Cleaning Guides 
for distribution to 
your customers. 


_ FRANK A. HOPPE, INC. 


me 2314-H N. 8th St. 
% PHILADELPHIA 


Representatives 





Ed. W. Simon Co., Inc. 
44 W. 44th St, 
New York City 


H. L. Bowlds 
218 Mason Theatre Bldg. 
Los Angeles, Cal. 


















NO W fFor Apple Parers 
& 


We are Head- 
quarters for the 
best selling Apple 
Parers on the 
market — a Parer 
for every need— 
Hand or Power 
operated. 


Model shown is 
our No. 98 Turn 
Table Apple 
Parer for 
family use. 
It does per- 
fect work. 


We also 
make larger sizes 
to pare from 10 
bushels per hour, 
by hand, to 20 
bushels per min- 
ute, by motor. 


Our line pays a real profit and is carried by lead- 
ing Jobbers. Write for Literature and Prices. 





GOODELL CO., ANTRIM, N. H. 


Mfrs. Paring Equipment Since 1875 

















WALWORTH 


Walworth Company, General Sales Offices: 
60 East 42nd St., New York 


Plants at Boston, Mass.; Kewanee, IIl.; 
Greensburg, Pa., and Attalla, Ala. 


Distributors in Principal Cities of the World 


Walworth Company Limited, 660 St. Catherine Street West, 
4 Montreal, P. Q. 


Walworth International Co., 19 Rector St., New York, 
Foreign Representative 














Profit Makers for Fall 


Women Everywhere Want 
Moore Decorative 
Curtain Fasteners 


Made in blue, rose, 
amber, green, orchid 
and crystal, finished 
with fancy gilt de- 
sign. Very attrac- 
tive. 

Our Style U Dis- 
play, containing 48 
10c. blocks, either 
large or small Fast- 
4 eners, will sell itself 
quickly. Ask your 
Jobber. 


Moore Push-Pin Co. 
PHILADELPHIA 
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MORE HITS 
IN EVERY BOX! 








More Repeat 
Customers for You?! 


Western dealers enjoy a continuous 
and ever increasing demand for 
Xpert, Field and Super-X shells 
because theircustomershave learned 
that they can score more hits with 
Western shells. Every Western 
shell and cartridge is its own best 
salesman. This is what makes your 
customers come back for more. 


There are more hits in every box of 
Western shells because they are 
made of best grade cases, primers, 
powder, wads and shot, loaded 
according to the most scientific 
standards. Not only are velocities, 
pressures and patterns carefully 
checked, but the stringing of the 
shot along its line of flight is also 
definitely controlled. 


Control of shot stringing is an im- 
portant factor in shot shell perform- 
ance because it determines the 
number of pellets actually effective 
on the swiftly moving bird. In 
Western shells shot stringing is not 
left to chance. The shot stringing 


of every Xpert, Field and Super-X 
shell is held to the standard found 
to be best for each load. 


This is accomplished by means of 
frequent tests made with a special 
instrument, the FLIGHT- 
OMETER,* invented and patented 
by Western, the only instrument 
of its kind in the world. 


Only Western shells have the Con- 
trolled Shot Flight sales feature. 
Take advantage of it. Tell your 
customers about it. They'll be 
quick to understand its value. We 
are telling them about it in an 
extensive national advertising cam- 


‘paign. Impressive full pages, in 


colors, in leading Outdoor maga- 
zines. Strong advertising in 
National and Sectional Farm papers. 
Sell Western and you'll sell more 
ammunition. 


WesTERN CARTRIDGE COMPANY 
1055 Hunter Ave. East Alton, Ill. 


Branch Offices: 
Jersey City, N. J. San Francisco, Cal. 


*The FLIGHTOMETER has been in use in the Western laboratories 
for more than nine years. It accurately records the exact position of the 
shot pellets as they fly through the air, at any distance from the gun. 


Controlled suor 
GETS MORE BIRDS 








4 
FLIGHT 


Every 


SHELL and CARTRIDGE 
is Its Own Best Salesman 


No matter what you tell your customer about the shells or cartridges 
you sell him, he is going to judge for himself when he gets out there 
in the field, in the duck blind, at the traps or in the woods. 


It’s what happens after the trigger is pulled that brings him 
back to your store. 


Western Shells and Lubalov Cartr 
Win and Hold Customers 


The Controlled SHOT FLIGHT feature of Xpert, Field and 
Super-X long range shells results in “More Hits in Every 
Box.’ They bring in more customers because they get 
more birds. 
' to Western Lubaloy Open-point Expanding, Boat-tail, 
, and soft point bullets have established new standards 





i of accuracy, dependability and cleanliness. Lubaloy 
S ;, » < (lubricating alloy) bullets actually lengthen the 
Ey up oD life of rifles. Police departments and peace 
’ : officers everywhere are using Lubaloy .38 
Super-Police and .38 Special Super-Police 
cartridges which give the stopping power 
of the 38-40, 44 and 45. 
All Western shotgun shells and car- 
tridges are loaded with Non-Corro- 
sive priming that keeps the guns 
“Clean without Cleaning.”’...Let 
fr p ‘ us tell you why you can speed 
up turnover, do more busi- 
ness and make more money 
i on a smaller stock invest- 
ment with Western. 
Sold by the better, 
jobbers everywhere. 







‘Xpert ~* 


WESTERN 
CARTRIDGE 
COMPANY 
1055 Hunter Ave., 
East Alton, Ill. 
Branch Offices: 
Jersey City, N.J., 
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SUPER-PERFORMANCE 


Buwers Back for More 
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YOURS 


KEN WATSONS 


Toe ee 





Kenneth C. Watson, Balti- 
more, Md.. who caught 
the 1930 First Prize 
Channel Bass in Field & 
Stream’s National Big 
Fish Contest. 
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JOHN ALLEN 








John Allen, Portland, Me., 
who caught the largest 
Brook Trout in_ the 
United States entered in 
| the 1930 Field & Stream 
ff Big Fish Contest. 















J all want 


MONTAGUE 
Popular Rods 


Just as in Baltimore and Portland . . . the Ken 
Watsons and John Allens of your trading district 
are the backbone of local interest in fishing. 


They know fishing rods. For fresh water or salt 
water, they are going to buy for hard service. Give 
them their choice in Montague Rods of split-bamboo 
. . . the world’s most popular rods made of the 
world’s best rod material, the rods used by Mr. 
Watson and Mr. Allen in winning Field & Stream’s 


| awards. The rest of your rod sales will take care 


of themselves. 


Leading Jobbers sell the best . . . Montague Rods. 


MONTAGUE ROD & REEL COMPANY 
World’s Largest Manufacturer of Split-Bamboo Rods 
Drawer A-O-10 Montague City, Mass. 
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SILVER 
STEEL SAWS 
POPULAR FOR 
CHRISTMAS GIFTS 


Every man and boy appreciates fine tools; he 
enjoys the “feel” and satisfaction of owning 
a high quality saw. This is especially true 
among carpenters and home workshop 
owners. Therefore, there is no better 
time to sell saws than during the holi- 

day season. 

The modern master hardware 

merchant who recognizes this is 

showing the Atkins 401 Ship 

Pattern Hand Saw. 


Encourage giving saws as 


Use these features in 
your’ selling talk: 


The Atkins 401 Ship Pattern Hand Saw 

is made of genuine SILVER STEEL, thor- 

oughly heat treated. The blade is taper ground 

on both sides for clearance, and given Atkins ex- 

clusive mirror polish. This saw is fitted with Atkins 
Improved Perfection Pattern Handle of Rosewood, which 
prevents wrist strain. It is also made in regular pattern. 


Selling these high quality saws gives the dealer a fair margin of 
profit and retains the friendship and future business of his customers. 


Order through your jobber. 


E. C. ATKINS AND COMPANY 


402 So. Illinois St. Indianapolis, Ind. 
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Ready -= Business 


| Sew is the most important word in 
business—your business. How to make 


the most profit on each item you sell is 
often a problem. It's no problem to make 
real profits selling Osborn Brushes. Every 
Osborn Brush is quality-built to do its 


job right. This means no “come-backs’. 
Your profits are secure. And every pos- 
sible requirement for a brush can be 
supplied in the complete Osborn line. 
Make the most of your brush business 
—sell Osborn Brushes. 


THE OSBORN MANUFACTURING LOMPANY 
5401 HAMILTON AVENUE - CLEVELAND, OHIO 


SALES BRANCHES: 


New York + Detroit - Chicago + San Francisco - 


No. 444 Osborn 
Flat Varnish 
Brush. Black 
China Bristle, 
vulcanized in’ 
rubber. Seven 
sizes from 1" to 

Ova 4" wide. 

Black China 

Bristle, vulcan- 

ized in rubber. 

Twelve sizes 

from %" to 1%" 

wide. 


Los Angeles 


No. 401 Osborn 
Flat Varnish 
Brush. Triple 
thick Black 
China Bristle, 
vulcanized in 
peeen re sizes 

No. 582 Lacquer rom1"to3"wide. 

Brush. Fitch 

Hair vulcanized 

in rubber. Five 

sizes from 1" to 

3" wide. 
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good “Railroad Crossing” 

advice, but a poor business 
slogan. The manufacturer, whole- 
saler or retailer who has to stop 
every time he looks or listens 
soon finds himself out of the busi- 
ness race. 

In fact, sales volume today is 
largely a reflection of the stop, 
look and listen attitude of those 
who should keep moving. There 
is far too little of that necessary 
“going after business” which 
alone builds volume in periods 
such as we are now going 
through. 

Right now there are literally 
thousands of replacement sales 
only awaiting aggressive sales- 
manship on the part of those in 
retail stores. Right now there are 
hundreds of thousands of season- 
able needs, which are not being 
filled because no one is actively 
and aggressively attempting to 
fill them. Look at the unpainted 
buildings in your own commu- 
nity, building which face certain 
deterioration unless they receive 
a protective covering of paint be- 
fore another winter comes on. 

But, you say, “the owners have 
no money to buy paint with.” 
How do you know? Have you 
convinced them of a loss in prop- 
erty values which much more 
than offsets the costs of repaint- 
ing? Have you ever seen a time 
when a comparatively small sum 
of money could not be raised to 
save a larger sum? 

There is too much talk of “no 
money.” In many cases it is 
more of an alibi than a statement 
of fact. True, buying power is 
lower than in the boom days, but 
it is still a life size power. The 


et Look and Listen is 
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Look and Listen But Don’t STOP! 


By LLEW 8S. SOULE 


main trouble is that weak-kneed 
salesmanship is allowing it to go 
into savings banks instead of cash 
registers. The bankers are bet- 
ter salesmen than the merchants. 

However, this lack of definite 
constructive selling effort is not 
confined to retail stores. It is in 
evidence all down the line. Trav- 
eling salesmen who in 1929 were 
saying “I’m going to show you 
something that will sell and.make 
you a profit” are now asking 
“Can’t you dig through your 
want book and scrape up a small 
order for me?” Only a few days 
ago I heard one say to a retailer, 
“T don’t suppose you'd be inter- 
ested in any new items, would 
you?” He didn’t even have a 
sample of any kind with him. 

Many salesmen seem to have 
entirely changed their sales ap- 
proach. Instead of sound argu- 
ments based on the buyer’s view- 
point, there are only half-hearted 
appeals to buy. Even the defunct 
“Buy Now” campaigns advanced 
some logical reasons why people 
should buy. Today on all sides 
we hear so-called sales argu- 
ments in which the only reason 
advanced for buying is that the 
seller wants to sell. 

Who cares whether or not you 
want to sell anything? People 
are interested in their own prob- 
lems, not yours. And yet—every 
mother’s son of us has a decided 
interest in anything that will re- 
act to our own benefit. The pub- 
lic today is not buying merchan- 
dise. It is buying the means to 
some certain end. If the desired 
end is economy, people buy price 
and value. So it goes on—each 
of us spending whatever surplus 


we may have in proportion to our 
urge for certain results. Mean- 
while too often we are doing 
without things we could use to 
good advantage simply because 
no one stimulates our urge to 
have them. Paes 

With all-due respect to retail 
merchants, I am convinced that 
many of them need to be sold 
certain lines and items now. They 
need constructive selling to stim- 
ulate them to sell constructively. 
They need to hear positive confi- 
dent sales arguments to put them 
in the proper frame of mind to 
go out positively and confidently 
after business. They need to be 
shown new items and lines; they 
need to have their sales resistance 
battered down and from that ex- 
perience learn to batter down 
sales resistance of their custom- 
ers. Last, but not least, they 
need the example of hard work 
applied to consistent selling. 
Even a few “over stock” sales of 
items with sales possibilities 
would in some cases be of actual 
benefit by stirring up real selling 
effort. 

Naturally it is hard work for 
a dealer to. go out and build 
sales. It is equally difficult for 
traveling salesmen to create 
business. Buyers are not easy to 
convince. There are always 
plenty of excuses for not spend- 
ing money, even in the best of 
times. But there are likewise 
plenty of logical reasons for buy- 
ing, and if these reasons are con- 
stantly advanced to prospects, 
the law of averages will work out 
to your advantage. 


Keep your ears and your eyes 


open, but don’t STOP. 
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Ben Thompson Gives Specific 
Personalized Service 


HE Toepperwein Hardware 
(compan San Antonio, 

Tex., sells about $40,000 
worth of guns and ammunition 
yearly. The outstanding reason 
for this exceptional volume is the 
firm’s consistent policy of going 
to extremes in order to carry 
guns of exceptional quality and 
ammunition of good quality and 
wide range of sizes. 

As an example of the type of 
business this policy attracts, the 
company last year sold 51 rifles 
with special sight equipment that 
were priced above $100 each. 
Only recently one of these guns 
was ordered by a customer in 
Kansas; mail orders for guns or 
ammunition go out of the store 
every day, many to other States. 

Having a member of the firm 
who is an expert on guns and 
ammunition is another factor 
that has aided materially in 
building business for this com- 
pany. Ben Thompson, who is 
one of the owners of the store 
and who takes an active part in 
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the gun and ammunition section, 
is one of the best rifle marksmen 
in the country and is known 
throughout the Southwest for his 
knowledge of guns and ammu- 
nition. 


A Wide Stock 


“Although it is impractical for 
every hardware store carrying 
sporting goods to go ‘to such ex- 
tremes, there is an opportunity 
for one store in nearly every siz- 
able city to develop a reputation 
for carrying a wide variety of 
ammunition and strictly quality 
guns,” explains C. C. Dibrell, 
member of the firm and manager 
of the sporting goods department. 
“Our aim is to carry such a wide 
range of ammunition that when 
a man needs something a little 
out of the ordinary, he will natu- 
rally think of us. If he thinks 
of this firm when he needs some- 
thing unusual, it is only natural 
that he thinks of us in connection 
with any sort of arms or ammu- 
nition.” 


of Guns 


in 


San Antonio, Texas 


By 
RUEL MeDANIEL 


It would be rather difficult to 
call for any size or special type 
of ammunition that this store 
does not carry. The more diffi- 
cult it is to find ‘a certain size of 
shell, the more this store makes 
it a point to keep this particular 
number in stock. 

The average sporting goods 
store or department does not 
carry rifle and pistol powder. 
Consequently this firm carries a 
large stock of it—and sells it in 
large quantities throughout a 
wide territory. Men have been 
known to come as far as 300 
miles to patronize the sporting 
goods department of this store 
because they knew that they 
could find here the kind and size 
of ammunition and guns they 
wanted. 

“Naturally our policy of car- 
rying odd sizes and types of am- 
munition slows down our rate 
of turnover considerably,” Mr. 
Dibrell explains, “but we con- 
sider that this variety is worth 
more to us than a. faster stock 
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turn, for the reason that it has 
built a reputation for us of car- 
rying everything needed in the 
way of good guns and reliable 
ammunition. We make it a point 
to keep our ears open for news 
of any odd or unusual types of 
guns in the community; and 
when we hear of such guns, we 
stock ammunition for them, if 
we do not already carry it, so 
that when the owners eventually 
come to us, we will have what 
they need. We had rather carry 
a box of cartridges in stock in- 
definitely than to be out of this 
particular size when a customer 
came in and asked for it. We 
believe that it is good business 
to take a chance on stocking am- 
munition that may not sell than 
to be caught without something 
asked for by anyone in this ter- 
ritory.” 
No Cut Prices 


The Toepperwein Hardware 
Company does not go in for cut 
prices on either guns or ammu- 
nition. Through his experience 
as an expert marksman, Mr. 
Thompson has become intimately 
familiar with the merits of prac- 
tically all types of guns and 
shells. He knows the good from 
the ordinary—and none of the 
latter is permitted to enter the 
store. 

“Although we may lose a cer- 
tain amount of business by this 
policy,” Mr. Dibrell explains, 
“we have built a reputation for 
knowing this line that has done 
much toward building our busi- 
ness. Men come for hundreds 
of miles and write in from every 
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Sells $40.000 Worth 
and Ammunition Yearly 


section of the country for guns 
and ammunition, because they 
know that Mr. Thompson knows 
guns and will not permit any- 
thing in the store that does not 
pass his rigid inspection.” 

Every gun that goes into the 
regular stock of this company is 
given a thorough test and check 
by Mr. Thompson before it is 
permitted to go into the hands 
of a customer. 


Have Rifle Range 


This is done by the use of an 
improvised miniature “rifle 
range” in the basement of the 
store. 

Here Mr. Thompson sets up 
his targets against the rear of the 
basement floor and shoots the 
guns until he has adjusted them 
to his entire satisfaction. Any 
customer who purchases a gun 


does so with the knowledge that 
it has already been tested and 
adjusted by one who knows guns 
from every angle. 

Ammunition under consider- 
ation is given a thorough test on 
this range also. 

“The man who really appre- 
ciates a good gun and reliable 
ammunition likes to come here, 
and he appreciates this service,” 
Mr. Dibrell declares. “Sports- 
men congregate here regularly to 
talk guns and hunting, because 
they know that they have some- 
one with whom to talk who knows 
the subject and likes to discuss 
it. 

“Mr. Thompson’s ability to re- 
pair any sort of rifle also is a 
factor in bringing in additional 
business for the department, be- 


cause it is a further aid in in- 
(Continued on page 58) 





A typical Toepperwein Window Display during hunting season 

















Down that center aisle 
they come at all ages. 
Every five years they 
start a new era requir- 
ing a new kind of mer- 
chandise. 


Toys and sport goods dominate the center 
aisle of Lewis & Bennett Hardware Co. 


How Lewis and Bennett 


Protect Their Future 


with 


Toys and Sport Goods 


ORE than one hundred 
M years old, the Lewis & 

Bennett Hardware Co., 
Wilkes-Barre, Pa., continues to 
plan the operation of its business 
on the permanent basis. Toys 
and sporting goods featured 
down the center aisle of the store 
are the outstanding factors in 
helping this firm protect its fu- 
ture. “There was a time,” says 
President A. L. Lewis, “when a 
family’s account at any good 
store continued through many 


generations and as members of 
the family married into other 
families, new accounts were au- 
tomatically added to the books. 
Modern living habits have 
changed that. People die off, 
move away, or for some other 
reason change their buying hab- 
its. No longer can a merchant 
expect an account at his store to 
pass from father to son unless 
he does something very definite 
to make it so. 

“That’s why we added toys 
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more than 25 years ago. Sport- 
ing goods, in some form or other, 
we have practically always han- 
dled. Toys give us an oppor- 
tunity to bring in new family ac- 
counts and give us the starting 
point toward getting future cus- 
tomers for our store. Go see 
Sam Davis, he will tell you how 


we do it.”” And Sam did. 
And Sam Did 


A real hardware man is this 
Sam Davis, but thoroughly in 
tune with modern retailing, he 
places no orthodox restrictions 
on what is hardware. “See that 
young man over there buying 
safety razor blades?” asked Mr. 
Davis, as he pointed to a cus- 
tomer near the front of the store 
at the cutlery counter. “Well I 
sold that boy playthings about 
25 years ago, when he was five 
years old. Five years later I 
sold him skates and in another 
five years he was buying tennis 
and baseball goods. Then five 
years after that, when he was 20, 
he came in for ‘birthday and 
Christmas gifts for his girl. Then 
he got married just a little less 
than five years after that and 
bought much of his household 
equipment in this store. Now 


he is about 30, and has a young- 
ster of his own. Pretty soon that 
youngster will come in here for 
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toys. If we treat him right, and 
we will, he will follow the same 
steps of his father and so will 
his son after him. 

“About every five years the 
kids who get toys here come in 
for goods that represent in their 
lives a new era. Of course they 
don’t wait five years, but that 
stretch of years seems to mark 
very clearly the definite changes 
in their requirements. That 
young man I pointed out is a 
keen fisherman and is beginning 
to take up golf. We sell him the 
equipment and his wife gets her 
kitchen goods on the other side 
of the store. There are hundreds 
of cases just like that and it is 
our intention to increase the 
number. 


Use Good Judgment 


“We try to use a lot of good 
judgment handling the children. 
If they like us when they are 
small they will trade here later, 
if not, they won’t. When a child 
manhandles our merchandise we 
of course take steps to stop him, 
but if he is at all discreet in 
playing with our toys on display, 
we actually encourage him, for 
that leads to sales and builds fu- 
ture good will. This is particu- 
larly true of wheel goods. Let 
a youngster take a bit of a ride 


A recent toy and sport goods window of Lewis & Bennett Hardware Co., Wilkes-Barre, Pa. 


on a velocipede and the sale is 
nearly closed. 

“Occasionally we suffer a loss 
on a broken toy, due to rough 
handling by some visiting child. 
Depending upon circumstances, 
we handle the situation as our 
judgment dictates. Usually we 
can stop him before he gets that 
far and sometimes even ask pa- 
rents to watch their children, but 
seldom is this necessary. Most 
of our lines are very substantial, 
so they will stand even a bit of 
abuse. Most parents watch their 
children anyway, fearing they 
will have to pay for merchan- 
dise damaged. If our toys break 
as easy as that, the parents are 
likely to think we don’t carry a 
very good quality, so we protect 
ourselves by concentrating on 
good values even in the less ex- 
pensive lines. Our most active 
sellers are at 50 cents and $1. 
We handled a few 25-cent items, 
but found them so flimsy that we 
discontinued this group, as we 
want to continue our 100-year 
record for quality. We sell 
plenty of the more expensive 
toys also and find that those of 
us who can sell anything can sell 
good toys. 

“We are always watching our 
sources of supply for new toy 
and’ sport goods lines, but don’t 

(Continued on page 58) 
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ONSIDER the mailing list . . . it’s the 
same list of names. . . . But the people 
the names represent are different. .. . 
Lower incomes. . . . Not only that, but the 
family margin above minimum living stand- 
ards has been reduced much more deeply 
than mere income. . . . That’s the margin 
on which a lot of your sales depend. . . . How 
have you changed your lists to accord with 
the new economic conditions? .. . or, if you 
haven’t changed them, how have you changed 
your mail offerings to bring a paying re- 
sponse? ... If yours is a one-class store you 
need to adjust the level of price offerings 
... if yours is a several-class store you need 
to use several-price offerings . . . so you are 
sure of finding the current economic level of 
a larger proportion of your list... . And 
perhaps more kinds of merchandise . . . shoot 
at the list with a shot gun this fall. 





What's 














By Walter Alwyn-Schmidt 
Consulting Economist 


HAT old standby, the cus- 
tomers’ mailing list, has 


fallen into disrepute with 


many store executives. Having 
served well for pre-sales and 
special announcements for so 
many years, it suddenly fails to 
come up to expectation. There 
is some talk even of discontinu- 
ing the collection of customers’ 
addresses. Several large stores 
have given up entirely the use of 
their customers’ lists, preferring 
to spend their advertising ap- 
propriation in other directions. 
This may be perfectly satisfac- 
tory for the large department 
store and similarly organized re- 
tail enterprises. It fails to solve, 
however, the publicity problem 
of the medium sized and small 
stores. These stores still must 
make use of their mailing list. 
In their case, the declining effec- 
tiveness of the customers’ list 
presents a real difficulty. 

Any customers’ list, collected 
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by a retail store over the course 
of several years, quite naturally 
represents in some manner a 
cross section of the American 
consumers’ market, or of a defi- 
nite economic segment. This 
market, consisting of 120 mil- 
lions of buyers, representing 
approximately 28 million indi- 
vidual households, has under- 
gone extensive changes during 
the last two years. To attribute 
these changes and the resulting 
failure of mail advertising to the 
economic depression is not get- 
ting at the root of the matter. It 
assumes that the existing condi- 
tion has to be borne serenely in 
the hope that it will remedy it- 
self in due course. It certainly 
does not improve the usefulness 
of the existing customers’ lists 
for announcement purposes, and 
it prevents the store from utiliz- 
ing its most active asset, the 
goodwill established during 
many years of successful mer- 
chandising. 

The American consumer has 
acquired new buying habits dur- 


ing the last two years. These 
habits are-not of his own choos- 
ing, but have been forced upon 
him by the general economic 
condition, unemployment, low- 
ered profits, faultily propor- 
tioned household expenditures. 
The result has been a widespread 
paring down of personal bud- 
gets, which in turn has affected 
the individual purchasing power 
of every household. The middle ~ 
class with its annual income 
ranging from $2,000 to $5,000 
has been most severely affected 
in this respect, because of the 
proportionately large slice of ir- 
reducible expenditure carried by 
the average middle class house- 
hold. Life insurance, education, 
rent have “frozen” a consider- 
able amount of the middle class 
consumers’ earnings, leaving a 
small margin only for current 
expenses whenever earnings de- 
cline. ‘ 


Effect on Expense 
This effect of the irreducible 


expense account upon purchas- 
ing power is less noticeable in 
the lower income classes and in 
that immediately above the be- 
fore mentioned group. Incomes 
ranging from $5,000 to $15,000 
per year permit a greater lati- 
tude in budgeting. It becomes 
a factor, however, again in all 
the larger incomes, where keep- 
ing up large establishments and 
the maintenance of property ab- 
sorbs a large part of the annual 
budget. 

Actual income statistics for the 
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Happened to the Mailing List? 








last and present year are not yet 
available, of course. The drop 
in Federal tax collections, how- 
ever, indicates clearly the condi- 
tion of individual incomes. Not 
only must have taken place a 
considerable downward adjust- 
ment in the incomes inside the 
various income groups, but in 
addition has taken place a con- 
siderable swelling of numbers in 
the lower income classes. The 
incomes ranging between $2,000 
and $5,000 have increased in 
number (this being the most sen- 
sitive group of consumers) and 
the average income in this group 
is materially lower than in for- 
mer years. 


The Shift of Power 
The effect of this shift in in- 


comes upon the national purchas- 
ing power can hardly be over- 
estimated. The total national 
purchasing reserve left in the 
hand of the consumer after the 
payment of the irreducible mini- 
mum, has materially decreased. 
Thanks to the corresponding in- 
crease in the purchasing value of 
the dollar, it is not quite as low 
as it might be. It has returned, 
however, to the level of 1925 ap- 
proximately. 

There is a very good reason 
here, why the average customers’ 
lists should not more produce 
the same results than two years 
ago. It is a reason too why cus- 
tomers, who formerly have 
bought in the special depart- 
ments are now favoring the bar- 
gain basement for their pur- 
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chases. But it indicates the rem- 


edy also. 
Rapid Customer Turnover 


Most retail stores find an ex- 
tensive transition in the charac- 
ter and type of buyers entering 
their establishments. The turn- 
over of customers is larger than 
usual. Some establishments have 
acquired an entirely new follow- 
ing in the course of the last two 
years. Generally speaking, the 
trend has been in a downward 
direction, customers looking for 
cheaper sources of supply. The 
difficulties, which have involved 
certain high type retail establish- 
ments, tell their story in this re- 
spect as clearly as the phe- 
nomenal success which _ has 
accompanied the advertising 
campaigns of certain of the 
lower priced dress emporiums. 


















What happens to the current 
clientele of course affects in 
similar manner the customers’ 
list. Being, as has been stated 
above, a cross section of the 
American consumer, it must be 
subject to the same economic in- 
fluences. Although still com- 
posed of the same addresses and 
the same individuals, these indi- 
viduals themselves have changed. 
They do not possess any more 
the same buying habits. The cus- 
tomers’ list does not represent 
any more the same purchasing 
strength, collectively and _ indi- 
vidually. 


If It Fails 


If the customers’ list, there- 
fore, fails to bring the expected 
response, it is not the list that is 
at fault, but the establishment 
which uses it. It is not in har- 
mony any more with its clientele. 

There are two remedies for 
this condition. The first is to get 
a mailing list more representa- 
tive of the sales intentions of the 
establishment. The second is to 
fit the uses of the customers’ list 
to the new requirements of the 
customer. Sometimes one of 
these remedies, sometimes the 
other, may suggest itself. Occa- 
sionally both expedients may 
bring good results. 

The weight of opinion of the 
most resourceful of retail mer- 
chants, however, seems to be in 
favor of the second. It is argued, 
quite correctly, that the estab- 
lished customers of any retail 

(Continued on page 39) 


31 











+5 apeaTmeNe oF Ceommmemes 


a , 
p a" 


By L. W. Moffett 


Washington Editor, Harpware AcE 


| ARE AND PEPAIE 


(4 THE NOUS 


Bureau of Standards Display Being Used in Washington Hardware and Other 
Stores to Speed Up the Fall Trade in Tools and Paints. 


Unele Sam Offers Display 
Material to Help Sell Tools and Paints 


Hardware Merchants Using Recent Wood Utiliza- 
tion Booklets to Stimulate Demand for Hardware 
May Acquire Window Display Helps by Paying 


Shipping Charges. 


RADE in tools and mate- 
rials for house repairing 
should be even better in the 


fall than in the spring. Chilly 
weather demands that stoves be 
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cleaned and put in place; that 
the furnace be overhauled; that 
the hot water or steam heating 
system be inspected and filled; 
that the screens be taken down 


and stored away; that walls be 
protected by new paint; and that 
doors and windows be weather- 
stripped. 

In the June 4 issue, Harp- 
waRE AGE described a plan to 
sell more tools and paint through 
the use of a new handbook, 
“Care and Repair of the House,” 
by V. B. Phelan, in the Division 
of Building and Housing, Bu- 
reau of Standards, Department 
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of Commerce. It also told of 
the window displays, created in 
the same division, that were be- 
ing used in Washington stores. 

Four stores in four weeks sold 
434 copies of the book, and cor- 
responding quantities of tools, 
building materials and paints. 
Each store displayed its own 
goods and pointed out the text in 
the government publication de- 
scribing how they could be used 
to best advantage. 

New types of posters, more 
adapted to general business, 
were prepared in June. The 
group shown in the accompany- 
ing picture was on display at the 
American Fair at Atlantic City 
from July 16 to Aug. 26. These 
posters will be used by Wash- 
ington firms during the fall 
months. 


Method of Distribution 


The Bureau has received re- 
quests for displays to be sent to 
different states, and would like 
to meet the demand. It has no 
appropriation for an expenditure 
of funds to be used in such a 
manner. The Division of Build- 
ing and Housing, however, has 
made up several copies of this 
group display that could be 
loaned to interested firms outside 
the District of Columbia if they 
care to cooperate by paying ship- 
ping charges. They could be 
shipped in wooden cases, and 
distributed through the district 
offices of the Bureau of Foreign 
and Domestic Commerce. De- 
tailed directions for setting up 
the display and copies of the 
books could also be issued 
through the same offices. 

It will be recalled that “Care 
and Repair of the House” was 
written to aid the American home 
owner in doing much of his own 
repair work; to suggest when he 
could safely undertake the re- 
pairs and when he should call 
in a skilled mechanic. It tells 
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how to repair: Pipes, valves, 
latches, wires, locks, stoves, chim- 
neys, walls, gutters, roofs, and 
in fact, all parts of the house 
and its equipment. It also ex- 
plains how to apply paint and 
varnish, putty and glass, in- 
sulation board, metal flashing, 
weather -stripping and many 
other materials. Likewise, it 
lists the tools and materials to 
be used on any specific job. 

The secretary of the Washing- 
ton Real Estate Board declares 
that “Thousands of dollars could 
be saved annually by home own- 
ers if the information and ad- 
vice contained in this new pub- 
lication were used by owners of 


dwellings in checking and repair- 
ing the minor breaks in a house 
before they become serious.” 

It has been suggested that 
some stores might find it advan- 
tageous to buy copies of the book 
and give them away with desig- 
nated purchase of tools and 
materials. The books may be 
obtained for free distribution at 
a rate of $18 per 100 when an 
order of 100 copies or more is 
placed with the Superintendent 
of Documents, Government Print- 
ing Office, Washington. The 
Government Printing Office has 
recently run a reprint of 50,000 
copies and is prepared to take 
care of all requests. 





Aid Weleomes Motorists to Town 
Using This Novel Guest Tag 


OTORISTS are mighty 
good customers for your 
store and for the other retail 
stores in your town. Whether they 
come from your natural trading 
territory or from a distant point, 
their patronage is worth cultiva- 
tion. They, like everyone else, 
will shop where values, courtesy, 
assortment of merchandise and 
service pleases. 


Always alert, C. T. Aid, presi- 
dent, Aid Hardware Co., West 
Plains, Mo., endeavors to give 
each visiting motorist one of these 
guest card tags. It welcomes the 
recipient to town, gives gentle ad- 
vice on traffic rules, tells some- 
thing briefly about West Plains 
as a place to visit and shop and 
bears the “Aid Hardware Co.” 
name. 

Little ideas like this help iden- 
tify a town and a store. The same 
plan could be used in practically 
every community. The method 
of distribution would, of course, 
be governed by local conditions. 
During the vacation season and 
after school hours real young 


boys selected for their politeness 
and personality could hand a 
card to each motorist as he enters 
town. 


f © \ 


GUEST CARD 


West Plains Welcomes You— 
To The 
Biggest Little Town 
In Missouri 





Commission Government 
Municipal Ownership 
And Everything 
That Make For PROGRESS 
And PROSPERITY 
Park Where You Please 
As Long As You Please 


(For Safety Sake Please Do Not Park In 
Ssfety Zone, near Fire Plugs or In Alleys) 


We Hope You'd Come Often And Stay A 
Long Time 


Approved: Jas Bridges. Chief of Police 


AID HARDWARE CO. 
With Dry Goods Department 
**The Most Interesting Store In West Pisins** 


P. S. Don't be afraid of the Police, they 
won't fight. 
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Who Makes It? 
= 


SEATTLE, WasH.: Who makes a 
machine which folds the edges of 
leather, such as is used by makers of 
leather purses and allied goods?— 


Charles E. Black. 


ANSWER: Reece Button Hole 
Machine Co., 502 Harrison Ave., 
Boston, Mass. 


* * * 


HartTForD City, Inp.: Who makes 
tile lining used for furnace fire pots? 
Hartford Hardware Co. 


ANSWER: _ Ingram - Richardson 
Mfg. Co., Beaver Falls, Pa., Na- 
tional Flue Lining Co., 36 Allen 
Ave., Providence, R. I., and David- 
son Enamel Products Co., Lima, 
Ohio. 


* * * 


FREEHOLD, N. J.: Who makes pa- 
per festoons for street decorations? 
—Birch’s Hardware Store. 


ANSWER: American _ Tissue 
Mills, Holyoke, Mass., and Dennison 
Mfg. Co., Framingham, Mass. 


* * * 


MonTourRsvVILLE, Pa.: Advise 
sources of supply for drain pipe, 
terra cotta pipe and flue liners.— 


G. W. Bennett & Son. 


ANSWER: Humphrey Brick & 
Tile Co., Brookville, Pa.; Corry 
Brick & Tile Co., Corry, Pa.; Cam- 
bria Clay Co., Patton, Pa., and War- 
ner Co., 1518 Walnut St., Philadel- 
phia, Pa. 
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Information regarding sources of supply as provided readers of 
Hardware Age by its Buyer’s Catalog Department is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buyers. 


Apion, N. Y.: Where can we 
obtain sheet celluloid about 1/16 
inch thick?—Orleans Hardware 
Store, Inc. 

ANSWER: American Cellulose 
Co., Indianapolis, Ind.; Du Pont Vis- 
coloid Co., 300 5th Ave., New York, 
N. Y., and Celluloid Corp., 10 E. 
40th St., New York, N. Y. 


* * * 


St. Louis, Mo.: Where can we 
buy imported moss in small bales to 
retail at 10 or 15c per bale? This 
is used for holiday trimming around 
the base of Christmas trees.—Mor- 
ganford Hardware Co. 

ANSWER: Arthur W. Hahn, 199 
Lafayette St., New York, N. Y.; 
Rossig Bros., 1209 Broadway, New 
York, N. Y., and Kaplan Bros., 48 
W. 18th St., New York, N. Y. 


* * * 


DerBy, Conn.: Who makes elec- 
tric chisels, used for cutting con- 
crete ?—Bennett’s. 


ANSWER: Black & Decker Co., 
Towson Heights, Baltimore, Md.; 
Stanley Electric Tool Co., New 
Britain, Conn.; Chicago Pneumatic 
Tool Co., 6 E. 44th St., New York, 
N. Y.; National Electric Mfg. Co., 
906 Chatfield Woods Bldg., Pitts- 
burgh, Pa., and Van Dorn Electric 
Tool Co., Towson, Md. 


+ & 


Rockaway Beacu, N. Y.: Pro- 
vide address of the concern produc- 
ing the Butler overhead clothes 
dryer, or advise us of other manu- 
facturers making a similar product. 
—Wnm. Szerlip’s Sons, Inc. 


ANSWER: We are advised that 
the firm which formerly made the 
Butler dryer has gone out of busi- 
ness. Other manufacturers of a simi- 
lar article are: Corbett Ceiling 
Clothes Dryer Co., 10 E. 175th St., 


New York, N. Y.; Overhead Kitchen 
Clothes Dryer Co., 523 W. 184th St., 
New York, N. Y., and M. Singer, 
2525 Third Ave., New York, N. Y. 


a * * 


MiaMI, Fia.: . Furnish correct ad- 
dress of the British-American Tube 
Co., dealing in copper and brass 
tubes.—F. D. Winter. 


ANSWER: 233 Broadway, New 
York, N. Y. 


* * * 


THomaston, Conn.: Who makes 
the King No. 12 cream separator ?— 
H. L. BLAKESLEE. 


ANSWER: King Mfg. Corp., 
Rano & Welland Sts., Buffalo, N. Y. 


* * * 


Ocitvie, Minn.: Who makes ce- 
ment or liquid solder called Soder- 
ite?—A. H. GUAMNITZ. 


ANSWER: Sod-R-Ite is made by 
the Victory White Metal Co., Cleve- 
land, Ohio. 


Union Crty, N. J.: Furnish ad- 
dress of the General Gas Appliance 
Co.—A. Sirota. 

ANSWER: The successor to the 
above mentioned concern is the 


Standard Gas Equipment Corp., 18 
E. 41st St., New York, N. Y. 


* * * 


* aa * 


Saint Joun, N. B., Canapa: Who 
makes adjustable iron dumb bells to 
weigh up to 50 lb. each?—W. H. 
Thorne & Co., Ltd. 


ANSWER: The list of 21 sources 
of supply as it appears in the Hard- 
ware Age Catalog for Hardware 
Buyers, including the Wrightsville 
Hardware Co., Wrightsville, Pa., was 
furnished. 
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BENNETT, Iowa: Who makes the 
Sheldon rapid-acting woodworkers 
vise No. 3?—W. F. Blair. 

ANSWER: E. H. Sheldon & Co., 
Muskegon, Mich. 


* * * 


LANSFORD, Pa.: Provide names of 
several concerns who buy sheep’s 
wool.—Brown Hardware Co. 

ANSWER: Wm. Hepnorth & Sons, 
24 Front St., Philadelphia, Pa.; 
Gross, Kelly & Co., Las Vegas, New 
Mexico, and Faber & Co., 107 Main 
St., Peoria, III. 

+ es * 
CrysTaL Faris, Micu.: Where 


can parts for New Process oil stoves 
be obtained?—John Bauer & Son. 


ANSWER: American Stove Co., 
827 Chouteau Ave., St. Louis, Mo. 


* * * 


GREENFIELD, INpD.: Advise address 
of the manufacturer of the Acme 


lawn mower or inform us where re- 
pairs for same can be secured.— 
Pickett Hardware Co. 

ANSWER: The American Die & 
Tool Co., Reading, Pa., can supply 
repair parts, although the manufac- 
ture of this mower has been discon- 


tinued. 
* * * 


WHeeE.inc, W. Va.: Who makes 
or distributes the J-B feed grinder? 
—C. F. Braunlich & Co. 

ANSWER: J. B. Sedberry, Inc., 
90 Hickory St., Utica, N. Y. 


* * * 


TurNER, Micu.: Who makes 
metal ear markers for marking sheep 
and cattle?—-People’s Hardware Co. 

ANSWER: C. H. Dana, West Leb- 
anon, N. H.; F. S. Burch & Co., 
1909 Clifton Ave., Chicago, IIl.; S. 
G. Adams Co., 411 N. 6th St., St. 





Wiseonsin Dealers Prefer Loose- 
Leaf Catalog, Survey Shows 


VERY hardware merchant rec- 
kK ognizes the vital function 

performed by wholesale cata- 
logs. Probably no compendium of 
information is consulted more fre- 
quently than the catalog issued by 
the wholesale firm which serves the 
dealer. Many times during the 
course of the business day, the job- 
ber’s catalog provides needed data 
for special order items, as well as 
additional details relating to articles 
on hand. 

Heretofore, many discussions have 
centered around the subject of what 
form of catalog is best suited for the 
dealer’s use, from the standpoint of 
service and practicability. Until 
now, no tangible evidence has been 
available to support the claims made 
by the trade regarding their prefer- 
ence for one of the two present types 
of wholesale catalogs. This fact re- 
cently prompted the Heinn Co., Mil- 
waukee, Wis., which fabricates loose- 
leaf binders for a number of well 
known wholesale hardware firms, to 
make a thorough investigation of the 
type of catalog favored by Wisconsin 
hardware retailers. 

In order to secure an accurate 
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cross section of dealer opinion, as 
well as a definite expression from 
each merchant on the relative merits 
of tight-bound and loose-leaf cata- 
logs, 1315 questionnaires were 
mailed to Wisconsin hardware deal- 
ers. The first question broached 
was: “What Kind of Jobber Catalog 
Do You Prefer?” The returns show 
that 613 replies were received, and of 
these, 528 preferred loose-leaf as 
against 76 favoring tight-bound cat- 
alogs. Thus, on a percentage basis, 
86 per cent voted for loose-leaf cat- 
alogs, and 12 per cent for tight- 
bound. 

To augment the data obtained 
from the replies to the preceding 
question, a second query was 
phrased: “Do you keep your loose- 
leaf catalog up-to-date by inserting 











Louis, Mo., and Ketchum Mfg. Co., 
Luzerne, N. Y. 
* * a” 

Emporia, VaA.: Provide correct 
address of the Yale Electric Corp., 
formerly located in Brooklyn, N. Y. 
—W. T. Tillar Co. 

ANSWER: Bond Electric Corp., 
257 Cornelison Ave., Jersey City, 
i, ae 

* * * 

GriFFIN, Ga.: (Telegram) Advise 
names and addresses of six manu- 
facturers of municipal fire hose.— 
Hollberg Hardware Co. 

ANSWER: Boston Woven Hose & 
Rubber Co., Cambridge, Mass.; B. 
F. Goodrich Rubber Co., Akron, 
Ohio; United States Rubber Co., 
1792 Broadway, New York, N. Y.; 
Republic Rubber Co., -Youngstown, 
Ohio; New York Belting & Packing 
Co., 91 Chambers St., New York, 
N. Y., and Quaker City Rubber Co., 
Philadelphia, Pa. 


new catalog pages?” In reply, prac- 
tically all of the dealers favoring 
loose-leaf catalogs indicated that new 
pages were inserted as received. Of 
the 76 who voted for tight-bound 
catalogs for a wide variety of stated 
reasons, 30 stated under “Remarks” 
that they did insert new leaves in the 
loose-leaf catalogs in their posses- 
sion. 

Several stated that in their estima- 
tion, loose-leaf catalogs were most 
valuable when issued in conjunction 
with a price service in similar form. 
Others voiced the opinion that some 
wholesalers were dilatory in keeping 
the index pages up-to-date. 

The bulk of the 12 per cent favor- 
ing tight-bound catalogs, commented 
in effect that lovse-leaf catalogs were 
too much trouble to keep up. At the 
same time, however, those favoring 
tight-bound catalogs stated that they 
should be issued at more frequent 
intervals. 

In summing up the expressions of 
the 86 per cent voting for loose-leaf 
catalogs, the fact that they enable the 
merchant to keep abreast of the times 
and fully informed on new merchan- 
dise, was most frequently mentioned. 
Many also stressed the point that the 
loose-leaf catalog is an effective bus- 
iness builder, enabling the dealer to 
secure orders, which otherwise might 
be lost. 
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Number 32 of a series of short 
articles for the man on the sales 


The 


floor 


Mioney Back 


Angle of 
SELLING 


AST Winter a boy friend of 
L mine bought a pair of 
skates. The store at which 

he made the purchase was out of 
the required size, and an over- 
enthusiastic salesman sold him a 
pair too large for either comfort 
or looks. He told the boy that 
the skates were a trifle long, but 
that he was growing and they 
would last him for several years. 
In fact, he impressed him with 
the idea that a growing boy 
should always buy skates and 
similar items in sizes larger than 


actually needed. Well—the boy 
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bought the skates and started for 
the nearest skating pond. He 
fastened them as best as he could 
and began trying to skate, but 
found it impossible to keep them 
on. His father looked them over 
and told him to take them back. 


You should have-seen the look 
on that clerk’s face when Johnnie 
came trudging in with those 
skates. He scowled as he in- 
quired: “What do you want 
now?” “These skates don’t fit,” 
said the boy, “and I want my 
money back.” “Can’t do it,” 
snapped the clerk. “You’ve had 
"em on—they’ll probably rust. 
We can’t take back second hand 
goods.” With that he walked 
away, and the boy, after a mo- 





ment’s hesitation, took the skates 
home again. 

The boy’s father was furious. 
He marched Johnnie back to the 
store and called for the pro- 
prietor. The merchant listened 
to the story, examined the skates, 
and said: “Well, I suppose we’ll 
have to take them back and sell 
them as second hand ones. The 
boy should have returned them 
before he used them.” He 
grudgingly paid back the money 
and considered the _ incident 
closed. However, I happen to 
know that it really cost him sev- 
eral good customers and a num- 
ber of heavy sales. The boy’s 
father is a contractor, and had 
bought a few good bills of hard- 
ware at the store. At that time he 
had contracts for several houses 
to be built in the spring. He 
bought the hardware and supplies 
from another source, and two of 
his friends transferred their ac- 
counts after the story had reached 
their ears. 

The “money back” problem is 
a real factor in merchandising, 
and has a direct bearing on sales. 
In fact no sale is really made 
unless the customer is satisfied 
to keep the goods. Therefore 
when a customer returns an arti- 
cle, and asks for his money back, 
unless there is a bona fide reason 
for refusing, the money should 
be returned immediately and 
cheerfully, without adverse com- 
ment or argument. Personally, 
I think the salesman himself 
should make the adjustment, but 
if this is impracticable, he should 
say: “Mr. Jones attends to the 
details in cases where goods are 
returned, and I am sure he will 
be glad to make the refund.” 
Then “Mr. Jones” should be 
called at once and the transac- 
tion closed quickly and good 
naturedly. There should never 

(Continued on page 39) 
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The New Waldorf 


N October 1 the new 
QO Waldorf-Astoria Hotel 

opened on Park Ave- 
nue. As old patrons of the 
Waldorf, we have been invited 
to attend, to secure a table, to 
shake hands with Oscar—at our 
own expense. 

The new Waldorf, so I read 
and am informed, is the last 
word in hotel luxury. I read 
that the building and furniture, 
not including the price of the 
land, cost $28,000,000. 

The location of this modern 
palace is between Forty-ninth 
and Fiftieth Streets on Park Ave- 
nue, just a short walk from the 
Grand Central Station. 


*x* *x x 


Park Avenue is one of the 
most curious and interesting en- 
gineering streets in the world. 
It starts somewhere in the neigh- 
borhood of the Vanderbilt Hotel 
on Thirty-fourth Street, contin- 
ues up to Grand Central Station, 
goes over a viaduct above the 
street, then into a tunnel right 
straight through some enormous 
buildings, and then out into the 
real Park Avenue. 

This very wide street, with 
grass plots in the center, con- 
tinues in all its glory of mag- 
nificent apartment houses, for 
fifty blocks. To give your ad- 
dress as the owner of an apart- 
ment or a house on Park Avenue 
is to establish your credit and 
social standing. There is a Park 
Avenue Association, composed 
of owners of real estate on that 
avenue, which devotes its time 
and attention to the protection 
and development of Park Ave- 
nue. This association even gets 
out a monthly illustrated maga- 
zine, telling all about the doings 
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of the ultra-fashionable and ex- 
clusive residents on the avenue. 

I said Park Avenue was a curi- 
ous engineering street. There is 
nothing like this street anywhere 
else in the world. When the 
Grand Central Station was built 
almost in the center of New 
York City, it was necessary of 
course to bring the tracks of the 
New York Central and the New 
York, New Haven & Hartford 
Railroad into this station. Build- 
ings on what is now Park Avenue 
were condemned. They were 
torn down. Park Avenue was 
excavated. Countless railroad 
tracks were laid under ground. 
Switching facilities and other 
railroad necessities were all laid 
out in this great subway. Then 
it was all covered over with steel 
and on top of these steel sup- 
ports Park Avenue was laid out 
as one of the greatest streets in 
the world. 

This land of course was ex- 
ceedingly valuable. A large 
part of it was owned by the rail- 
roads. Having utilized the land 
to the depth of fifty feet under 
the ground, engineers then pro- 
ceeded to put up office buildings 
and apartment houses built of 
steel, over these excavations. 
These buildings of course have 
no basements. The trains run 
under them. However, the high- 
priced land, by this means, 
brought a return on the invest- 
ment. 

It was found that the build- 
ings were too closely bolted up 
to the foundations, and therefore 
when the trains passed there 
would be a slight tremor in the 
buildings. This was corrected 


by unscrewing some of the bolts 
and allowing a space for a little 
vibration. 

In the Grand Central Station 
on Park Avenue and these build- 
ings along Park Avenue some of 
the greatest victories of modern 
engineering have been achieved. 
When you visit New York City, 
this section is well worth looking 
over. 

Park Avenue has no foun- 
tains and no statues. It merely 
has grass, but now I note that 
gardeners are carefully develop- 
ing plants and trees. Just give 
them time! That central strip 
of green up and down Park Ave- 
nue some day will remind you 
of the Champs Elysees. Please 
note I simply say “remind you” 
—suggestive. 

After awhile, when some of 
the railroad bonds are paid off, 
or when New York City works 
out of its present financial em- 
barrassment, in common with all 
other cities, we may have a little 
money to spare for fountains and 
statues of the railroad men, ar- 
chitects and engineers who ac- 
complished this—one of the sev- 
en modern wonders of the world. 
I vote here and now that no 
statues of soldiers be erected. 
We have had enough of those 
who destroy. Let us in future 
pass a resolution to erect all of 
our statues to those alone who 
construct and develop. 


* * x 


Here in this neighborhood, 
right on Park Avenue, you will 
find the new Waldorf-Astoria. 
The lower floors, say up to the 
twenty-fourth story, are devoted 
to transient trade. The transients 
can have their baggage taken 
away from them at the Park Ave- 
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nue entrance. Above the twenty- 
fourth story, up to the fiftieth or 
sixtieth, I have forgotten which, 
there are private apartments 
ranging in price from $5,000 per 
annum to $50,000. If you have 
a private apartment you will have 
a private entrance on Fiftieth 
Street. 

There also has been arranged 
in the lower part of the building 
a parking space for 300 auto- 
mobiles. 

The new Waldorf has a new 
“Peacock Alley.” Here in the 
future, as in the old days, you 
can put on your boiled shirt, 
tails or tux, swell out your chest 
and march up and down, trying 
to look like a millionaire. If you 
wish to do a little personal ad- 
vertising, at the cost of a quar- 
ter, you can have one of the boys 
in buttons page you. Then all 
will know that you are among 
those present. 

Great artists have decorated 
the walls with paintings. The 
suites and bedrooms have been 
done by some of our greatest 
decorators. I remember a man 
who, as he stood at the old bar 
in the old Waldorf and lifted a 
cocktail to his lips, remark: “TI 
will now live at the rate of $25.,- 
000 a year for one minute.” 

All of us like occasionally to 
hit the high spots, even if we 
can’t stay there. So save your 
money and bring the wife with 
you to New York and spend a 
week at the new Waldorf. For 
about $25 per day you can sleep 
in a Louis the 14th suite. I am 
really not posted as to whether 
Louis the 15th and 16th suites are 
more or less expensive than the 
Louis the 14th ones. Then if 
you are not too stout and don’t 
weigh too much, you might take 
a chance sitting on one of those 
Sheraton chairs. 

However, it is a great thing, 
even if only for a week, to live 
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at the rate of a million dollars a 
year. It will give you a touch 


of real high life. 
x ok x 


When the writer years ago 
first visited New York, he came 
East to sell Wilson stoves to the 
effete East. He stopped at the 
Waldorf. He sat in Peacock 
Alley. He was duly impressed 
with all its glories. That was in 
the days when all the great finan- 
ciers fixed up their deals in the 
men’s cafe. The days of the 
forming of the steel corporation. 
Every day you could see Schwab 
and Corey and Gates and all the 
other big and little fish. The 
story goes that one man was 
thrown out of this cafe because 
he suggested a deal for less than 
ten million dollars. 

Oscar was there. He knew 
everybody. He was always po- 
lite and suave. He seemed to 
be everywhere—omnipresent. 

Oscar will greet the new guests 
of the new Waldorf tomorrow 
night. 

How well I remember the 
quiet, self-effacing Mr. Boldt. 
Very few guests of the old Wal- 
dorf knew him. He was not a 
hand-shaker. But he was one of 
the greatest hotel men that the 
world has ever produced. 

When I returned from my 
stove-selling adventure in the 
East my old boss remarked: “I 
saw in the newspapers that you 
were stopping at the Waldorf. 
Don’t you think you were flying 
pretty high for a salesman?” 
“No,” I replied. “I went East 
not only to sell goods but to in- 
crease my mental horizon. The 
trip was educational. It possibly 
cost me two dollars a day more 
to stop at the Waldorf than at 
some joint on a side street, but 
I believe the extra two dollars 


was well spent. The real art in 
handling money,” I added, “is 
not to buy everything cheap, but 
to get the best value for what you 
spend.” I was rather fresh in 
my remarks to the boss, but I 
happened to have an order for a 
carload of those “hot tomali 
cans” in my pocket from J. M. 
Warren & Co. of Troy. A car- 
load order in the pocket does 
give a salesman confidence. 

The writer, after the meeting 
of the National Hardware Asso- 
ciation in Atlantic City in 1897 
when the panic broke, again went 
to the Waldorf. My wife wrote 
me that out in St. Louis she could 
not get any money on our checks 
from the bank. Not a bank was 
paying out cash. “Bring home 
some currency with you,” she 
said. I wrote out a check for 
$200 and sauntered up to the 
cashiérat the Waldorf. I passed 
the check into his window. He 
glanced at the signature, re- 
marked “It’s a fine day” and 
counted me out $200 in real cash. 
That afternoon I tried it again, 
and got $200 more. So every 
morning and every afternoon I 
worked that $200 check, and 
every time the cashier said, “It’s 
a nice day,” and gave me the 
money. 

Times may be slightly de- 
pressed at present, but at least 
our banks are cashing our 


checks. 


* * OK 


There is much more that I 
might write about the old Wal- 
dorf. The thought of this hos- 
pitable hostelry brings back 
many pleasant memories of good 
old times and good old friends. 
However, the old order passeth 
away. The world belongs to the 
new generation. We extend our 
hearty greetings and best wishes 
to the new Waldorf. 
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 What’s Happened to the 
Mailing List? 


(Continued from page 31) 


establishment are an important 
part of the goodwill, which one 
should not let pass easily from 
one’s possession. If the custom- 
ers can be retained during the 
present period of stress he, or she 
as the case may be, will continue 
purchasing after conditions im- 
prove, and in the course of time 
may return to the former habits 
of buying. 


Using Old Lists 


Various suggestions have been 
made to reestablish the old effec- 
tiveness of the customers’ lists. 
These suggestions go to the form 
as well as to the uses of the list. 
None, however, will bring any 
tangible results unless the rem- 
edy reaches the economic fun- 
damentals of the condition. 
Stores, like human beings, have 
a character of their own, and the 
customers of the establishment 
somehow fit themselves into this 
general character scheme. 


Shifts in Purchasing Power 


The more definite the charac- 
ter of the establishment, the more 


narrow will be circumscribed so- - 


cially and economically the regu- 
lar clientele of the store, and the 
more evenly will have been 
affected this clientele by the 
present economic depression. 
The shift of purchasing strength 
represented by the customers’ 
mailing list will be in the nature 
of a landslide covering the com- 
plete list evenly. To interest 
this list in any offer which the 
store is advertising to its regular 
customers, it is necessary to take 
into consideration the likely de- 
flection of purchasing interest 
and to shape the offer according- 
ly. However, in view of the 
inherent uniformity of the change 
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of the purchasing power, repre- 
sented by the list, there is no 
need of differentiating the char- 
acter of the offer. The same of- 
fer can go to the complete cus- 
tomers’ list. 

The treatment must differ in 
the case of stores with a less defi- 
nite customer appeal. Depart- 
ment stores and practically all 
larger retail enterprises draw 
their customers from a compara- 
tively wide range of purchasers. 
The customers’ list, in conse- 
quence, represents a variety of 
economic groupings. The effect 
of the economic depression upon 
the individual addressees of the 
list differs according to the eco- 
nomic position of each. The 
shift in purchasing _ strength, 





therefore, is in a vertical direc- 
tion. Customers who formerly 
belonged to the $5,000 to 
$10,000 income group, may have 
shifted into the $5,000 and less 
group. The lower income group 
has increased and its influence 
upon the effectiveness of the list 
has grown. 


An Interesting Offer 


It follows that an offer pre- 
dominantly interesting to the 
woman with the larger purchas- 
ing capacity will produce a cor- 
respondingly lower percentage of 
sales when made to this list. To 
make this list useful, stress must 
be laid upon correspondingly 
lower priced articles, and to 
make each mail piece carry 
more than one price item, so 
that variations in income, un- 
charted by the store, may be cov- 
ered by at least one of the offer- 
ings listed. 





The Money Back Angle 
of Selling 


(Continued from page 36) 


be any red tape to go through— 
never any hesitations. In fact 
there should never be anything 
that might make the customer 
think that the salesman suspects 
him of trying to “put something 
over.” 

Often a customer comes in ex- 
pecting you to oppose his claim. 
In such cases he is primed for 
trouble. You can take the wind 
out of his sails by agreeing im- 
mediately. Jf you are eventually 
going to “refund” the money, 
why quibble? Make capital out 
of the transaction, and get your 
returns in word-of-mouth adver- 
tising. Don’t belittle the impor- 
tance of “money back” trans- 
actions, and don’t underestimate 


the results which may come from 
improper handling. Remember 
that the trade of that particular 
customer is not the only thing 
involved. New customers are 
almost sure to come from the ad- 
vertising of the person whose 
money was returned cheerfully, 
while dozens of possible patrons 
may be permanently turned 
away by reports of improper 
treatment. 

The actual cost of all “money 
back” transactions for a year is 
comparatively small. Give them 
their money back, and then pro- 
ceed to get it again with interest, 
through new sales and new cus- 


tomers. 
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TOY TIME 











-C-T-I-O-N!  That’s some- 
A in every window trim- 
mer wants in his displays 

as often as possible. Here’s a 


great opportunity to put a little 
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Rear view working drawing of the 

action equipment that gives “bob- 

bing” effect to inflated colored toy 
balloons. 
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life in a fall plaything display. 
The inflated toy balloons in dif- 
ferent and brilliant colors keep 
bobbing up and down just as 
though the boy was actually 
playing with them. That will stop 
the folks who pass down your 
street. The little diagram in the 
lower left-hand corner gives the 
working details of the action 
equipment and on the opposite 
page is a guide for both the boy 
and witch cut-outs used in these 
displays. Here we have an action 
display on the left and a highly 
seasonable display on the right. 
Hallowe’en comes on Saturday, 
Oct. 31, and provides the theme 
song for the witch, broom, black 
cat and moon display. 

General color scheme for the 
Hallowe’en display should be 
orange and black, with dark, 




















An Action Display 


black sky effect. Stars of white 
or silver. Top border should be 
of regular crepe, fluted. Such 
crepe already prepared is avail- 
able from stationery dealers. 
Shoes can be made of cardboard 
or other similar material. Fig- 
ures can be made of strips of 
crepe, orange colored, with bou- 
quets of black crepe. Figures 
should be a little loose to en- 
able slight movement. Pump- 
kin heads on figures and on 
border can be obtained from 
same dealers. Figures can be 
attached to top border or pinned 
just below. 

As explained before in these 
series of original window dis- 
plays, background cut-outs and 
signs are easily made by work- 
ing from the small sketches of 
the boy and the witch and moon 
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and Qne For Hallowe’en 


at the bottom of the right-hand Re Me Be Be 2 
page. Using compo board or 
heavy paper of the desired size ee 
(determined by available win- ; 

dow space) this board is squared 
off in equal parts the same as 
the little sketches. To simplify 
copying it is well to number the 
vertical lines from left to right 
and to letter the horizontal lines 
from the top down, the same as 
in the miniatures. With this 
done any fellow handy with a 
brush can duplicate the figures 
and later cut them out as would 
be required in these two dis- 
plays. Part by part you can 
follow the little sketch and work 

it up to the desired size. The EVERY WEEK 
lines and marking should pref- 


erably be penciled in so tht Two Original Window Displays 
erasure is easy after your 
in HARDWARE AGE 


sketches are completed. 
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HAT’S the purpose of win- 
Pe displays, to sell goods! 
Here are four good ex- 
amples. The tool display comes 
from the Chicago Model Retail 
Hardware Store and the photo 


below comes from Vonnegut 
Hardware Co., Indianapolis, Ind. 
On the opposite page is an at- 
tractive football display from 


Wilson-Western Sporting Goods 
Co., also of Chicago. The dis- 
play on the bottom of the oppo- 
site page comes from North 
Memphis Coal & Hardware Co., 
Memphis, Tenn., and is very 
much in tune with the coming 
hunting and Thanksgiving sea- 
sons. 


The Vonnegut display fea- 





Window 
Displays 
ThatSell 
Goods 





tures a new toy item and ties it 
up with a replica of the famous 
Indianapolis Speedway, which at 
that time was the scene of the 
500-mile auto race held -there 
annually. The toy itself made 
up the spectators in the grand- 
stand. 

The photo from Memphis 


shows how a compo board fence, 
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roughly constructed and a few Each of these windows shows _ to a window of any size or depth. 
cornstalks can give a display merchandise to advantage, yet The two upper displays make 
some atmosphere which lifts a with good balance and simplic- generous use of manufacturers’ 


window out of the ordinary class. __ ity so that all are easily adapted = window display materials. 
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HARDWARE AGE 
ADVERTISING 


SERVICE 
FOR THE 
WEEK 


HARDWARE AGE 


ADVERTISING FEATURE 








UNCLE JOHN SAYS: 


It’s “high time” to get your 
heating system in _ order, 
whether it’s a furnace or 
stoves. You’ll probably need 
some new parts, and the 
place to buy them is (Store 
Name) —they’re bound to 
save you money, for they sell 
the highest quality hardware 
at the lowest prices in town. 


(List Repair Needs 
With Prices) 


YOUR STORE NAME 








Here’s Real Bargains 


MEN, here’s a store that 
slashed their prices to rock 
bottom! The same high qual- 
ity of hardware guaranteed 
to give good service now at 
prices from % to % less than 
last year. If you appreciate 
the real value of a dollar, 
then you can’t afford to miss 
these extraordinary values. 


(List Hardware Items 
With Prices) 


YOUR STORE NAME 














By Samuel Kalp 





HOW TO USE 


The illustrations, layouts and ads supplied with this service are 
especially planned to help every hardware store make its advertising 
more practical and effective by the liberal use of human interest illus- 
trations. Copy is always supplied in so far as it is practical for use 
by all of our clients. 


The description and pricing of the items must necessarily be left to 
the individual store in most cases. In writing the descriptions to give 
to your printer with the supplied ad layouts keep in mind that brief, 
to the point descriptions are the most effective. The style, size, col- 
ors, unusual features, or special economies effected by the use of the 
item should be given. If greatly reduced, it is sometimes desirable 
to show former as well as reduced price. If any question arises con- 
cerning the use of these ads, write us. You'll find us willing to help 
you sell more hardware at all times. 


HOW TO ORDER 


If you have local stereotyping facilities, request the complete sets 
of mats of all the advertising illustrations of these two pages, 
inclosing your check for $1.25. If you need-mounted cuts order them 
by number given under each cut, listing the numbers in a column. 
Figure the charge of 35c. for each cut when less than ten cuts are 
ordered; when ordering ten cuts or more figure the charge at 30c. 
for each cut ordered. Inclose check with order, please—this saves 
bookkeeping for small amounts. Send all orders to 


HARDWARE AGE ADVERTISING FEATURE 
239 W. 39th St. New York City 








We’re mighty proud of our sporting goods department. 
Every day more happy customers are telling us nice things 
about it—the highest quality always at prices all can afford. 
Don’t plan a hunting trip without seeing us—we can furnish 
you the best equipment and save you money, too. 


(List Hunting Supplies and Prices) 


YOUR STORE NAM £E 
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SERVICE 

FOR THE 


drood Advertising WEEK 
Is Bound to Bring You New Customers 


































Everything to light your home at money saving prices. Don’t 
waste your time and money with inferior supplies when high 
grade equipment can be bought at such remarkably low 
prices. Here’s a few of the many items in our store. Look 
at the prices. 








Why Put It Off? 
Fix Roofs Now 


Why wait until the cold rains 
are falling and winter winds 
are blowing to fix your roofs. 
Now is the time. Come in to- 
day and buy your needs at 
prices that are the lowest in 
12 years. 





(List Electrical Supplies 
With Prices) 





(List Oc. 
Items) 





(List Roofing Repairs 
and Prices) 


YOUR STORE NAME 








YOUR STORE NAME 



















Get Ready for 
Cold Weather! V 








add? 
saith i oa ” Kitchen and Housefur- 
fan Winter is waiting just around the corner—get ready * aes Pee 
for him and save your family’s health, and your time and nishings Cost Less at] 
money. (Store Name) have been planning for months to 
furnish your cold weather needs at prices that are sensation- (Store Name ) 
ally low. Here are a few of the specials. Plenty more await 
you. Get busy today. You can’t beat (Store Name) 
: for kitchen and homefurnish- 
(List Cold Weather Items) ing supplies. You'll always 


find what is newest and best 
at prices that are lower than 
elsewhere. It pays to shop 


We Can Save You Money on a New Furnace here—get the habit and bank 
—Let Us Show You How. Get in Touch iter atest 


with us Today! (List Kitchen and House- 
furnishing Items) 














STORE NAME YOUR STORE NAME 





YOUR 
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A Glossary of 
Arms and Ammunition Terms 


To help you answer 
questions your hunter- 
customers will ask. 


By ROBERT A. HARDY 


happen to ask, “What does gauge in a shotgun mean 

anyway’”, could you explain it to him? Or tell 
him what drop at the comb and heel means as applied 
to a gun? Or explain any other of the many terms that 
are used constantly in talking about guns and ammuni- 
tion? 

There are probably more technical terms connected 
with guns and ammunition than with any other line sold 
in the hardware store. Many salesmen will talk fluently 
about a gun and demonstrate its special features and yet 
have a somewhat vague idea of the real meaning of 
many of the terms that they talk about so easily. 

For the benefit of the salesmen who are handling guns 
and ammunition this fall here is an “ask me another” 
on terms which are familiar enough to the ear but in 
many cases not very clearly understood even by men 
with some experience in selling arms and ammunition. 


BLACK POWDER—Less_ powerful than smokeless 
and producing more smoke. Is loaded by bulk. 


BULK SMOKELESS POWDER— is loaded by bulk. 
CALIBER OF RIFLE—tThe diameter of the bore of a 


rifle measured by hundredths or thousandths of an inch, 
as .22 caliber, .44 caliber, etc. When two figures are 
used to describe a metallic cartridge, the first indicates 
the caliber and the second usually indicates the weight 
of the powder in grains, .25-20, .32-40, etc. 

CENTER FIRE CARTRIDGE—A cartridge with the 


primer placed in the center of the head of the cartridge. 


CHAMBER—The space at the breech end of the barrel 


shaped to receive the shell or cartridge. 
CHILLED SHOT— is hardened lead shot. 
CHOKE OF SHOTGUN—The choke of a shotgun 


means a reduction in diameter of the barrel near the 
muzzle which concentrates the shot charge reducing the 
area of spread. Following are the principal types of 
boring the barrel of the shotgun: Cylinder bore: the 
diameter of the barrel is the same all the way through, 
a perfect cylinder. Modified Choke: the diameter of the 
barrel is reduced slightly near the muzzle, resulting in 
more concentration of the shot charge. Full Choke: the 
diameter is reduced to a greater degree than in modified 
choke, which gives greater concentration of the shot 
charge. 

CRIMP OF SHOT SHELL—The end of the paper 
tube turned under to hold the load firmly in place. 


[ a customer interested in buying a shotgun should 
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DENSE SMOKELESS POWDER—is loaded by 
weight. 

DROP AT COMB AND HEEL—tThe distances _be- 
tween the comb and heel of the stock from an imaginary 
line representing an extension of the line of sight. 
EJECTOR— The part which throws the fired shell out 
of the gun. 
EXTRACTOR—The part which withdraws the fired 
shell from the chamber. 

GAUGE OF SHOTGUN—The diameter of the inside 
of the barrel measured by number of lead balls to the 
pound. For instance, the barrel of a 12 gauge shotgun 
is equal in diameter to the diameter of a lead ball weigh- 
ing 12 to the pound. The diameter of a 20 gauge gun 
is the same as the diameter of a 20-to-the-pound lead 
ball, etc. 

HAMMER GUN—Any rifle or shotgun having the 
hammer outside of the receiver. 

HAMMERLESS GUN—Any gun with the hammer 
within the receiver. ye 

PISTOL GRIP—tThe stock shaped to provide a grip 
for the right hand when the finger is on the trigger. 
PRIMER—A metallic cap placed in the head of the 
cartridge case containing the priming mixture. 
PRIMING MIXTURE—Fulminate or similar mate- 
rial which ignites by percussion. 

RECEIVER OF GUN—fLhe part which contains the 
firing mechanism. 

RIFLING—tThe spiral grooves inside the barrel of a 
rifle which gives the bullet a rotary motion stabilizing 
its flight. 

RIM FIRE CARTRIDGE—Caftridge having no prim- 
er, the priming mixture being placed around the rim of 
the head of the cartride, usually of a smaller caliber. 


SHOT PATTERN— The distribution of pellets in a 
shot charge. 

SIZES OF SHOT—The sizes of shot are designated by 
numbers starting with “dust” diameter, 4/100 of an inch. 
Numbers then run from 12 to 1, the larger numbers be- 
ing the smaller sizes. No. 12 is 5/100; No. 11, 6/100; 
No. 1, 16/100. Sizes larger than No. 1 are designated 
by letters. Buck shot from .24 to .36 inch diameter is 
measured by numbers 4 to 000, the larger numbers be- 
ing the smaller sizes. 

SMOKELESS POWDER—More powerful and faster 
burning powder producing a minimum of smoke. 
TRAJECTORY— The path of a bullet from muzzle to 
target, a continuous curve. The mid-range height is 
usually given in figures for trajectory. 

WADDING— Felt or fibre disks in a shot shell between 
powder and shot. 
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WICKWIRE BROS. 
ANNOUNCE AGENTS 


Wickwire  Bros., Cortland, 
N. Y., announce that they are 
now represented in the Southern 
States, east of the Mississippi 
River, by the firm of Cavert, 
Lipscomb & Scruggs, 1216 Nash- 
ville Trust Building, Nashville, 
Tenn. Brewster Jackson of 
Philadelphia will continue to rep- 
resent the company in the Atlan- 
tic States territory, north of and 
including North Carolina. 





REORGANIZE PENN TACK 
CO. FOLLOWING FIRE 


Following the fire which re- 
cently destroyed the plant of the 
Penn Tack Co., Norristown, Pa., 
the firm was reorganized. The 
company is now in a position to 
supply the needs of wholesale 
distributors on a larger scale 
than previously. In addition to 
its regular line of tacks and nails, 
the organization can supply cop- 
per tacks and nails, copper rivets 
and burrs, solid, split and tubu- 
lar rivets for the hardware and 
automotive trades. 





- 
Cc. H. METHOT IS V. P., 
CABLE RADIO TUBE CORP. 


J. J. Steinharter, president, 
Cable Radio Tube Corp., Brook- 
lyn, N. Y., announced that 
Clarke H. Methot has been ap- 
pointed vice-president of the 
corporation. Mr. Methot will as- 
sist Mr. Steinharter in carrying 
out sales and merchandising pro- 
grams. 

For over 29 years Mr. Methot 
was associated with the Manhat- 
tan Electrical Supply Company, 
finally resigning as general man- 
ager a short time ago. While 
with Manhattan, he handled the 
entire distribution and sales poli- 
cies on Red Seal dry cells. 

After spending a short time at 
the factory, Mr. Methot will 
make an extensive tour of all 
trade centers. 

WRIGHT IS CONSULTANT 
FOR HOUSEHOLD FINANCE 


Household Finance Corp., 
Palmolive Building, Chicago, 
Ill., has announced appointment 
of Dr. Ivan Wright, professor of 
economics in charge of banking 
at the University of Illinois, as 
consulting economist. He will 


| 


ficials in matters of corporate 
structure and finance, continuing 
his duties at the university at the 
same time. Since 1920 he has 
been a faculty member of the 
University of Illinois and has 
taught in summer sessions of 
universities throughout the coun- 
try. 

He is author of a number of 
important books on money, credit 
and banking. In 1925 he began 
a survey of the Chicago money 
market and formulated the pro- 
gram for its development. 





PASHA ANNOUNCES 
GROUP MEETINGS 


Group meetings for October 
and November have been an- 
nounced by the PASHA. Each 
of the meetings, which will be 
dinner sessions, will be addressed 
by Paul M. Mulliken, managing 
director, Illinois Retail Hardware 
Association, and Irwin M. 


Douglas, NRHA. Dinner will 


be served promptly at 6.45 at 


each session. October  meet- 
ings and meeting places are: 


Johnstown, Pa., Handler Hotel, 
Oct. 26; Reynoldsville, Pa. (place 
to be announced), Oct. 27; 
Greenville, Pa., Riverview Hotel, 
Oct. 28, and Washington, Pa., 
Hotel George Washington, Oct. 
29. November meeting places 
and dates are: Dover, Del., Hotel 


Richardson, Nov. 2; York, P3., | 


Ralph’s, Nov. 3; Pottsville, Pa., 
The Necho Allen, Nov. 4, and 
Scranton, Pa., Hotel Casey, Nov. 
5. Dealers have been requested 
to bring their staff members. 





HORN CO. REPRESENTS 
SQUEEZ-EZY MOP CO. 


Wm. P. Horn Co., Inc., with 
offices at San Francisco, Cal., Los 
Angeles, Cal., and Seattle, Wasnh., 
has been appointed sales repre- 
sentative on the Pacific Coast for 
Squeez-Ezy Mop Co., Inc., New 





Orleans, La. 





Electrical Association of N. Y. Acquires 
Westinghouse Lighting Institute 


Announcement has been made 
by the Westinghouse Lamp Co.. 
New York City, and the Elec- 
trical Association of New York 
of the acquisition by the latter 
of the Westinghouse Lighting 
Institute in Grand Central Pal- 
ace, New York City, on Oct. 1. 
Negotiations for the transfer 
have been under way for a long 
time, under the direction of Clar- 
ence L. Law, president, Elec- 
trical Association of New York. 

The Westinghouse Lamp Co. 
contributed the institute, with- 
out cost, to the association. Here- 
after the institute will be coop- 
eratively maintained and _ op- 
erated as an industry educational 
and market development center. 
In part Mr. Law said of the 
transfer: “Opportunities for 
broad educational and market 
development accomplishments 
through coordination of effort by 
every branch of the industry are 
perhaps more numerous now than 
ever before. If they are to be 
properly capitalized, it is man- 
datory that the industry as a 
whole undertake the task co- 
operatively.” 

Ralph Neumuller, former direc- 





consult with the corporation of- 


tor of the Westinghouse Lighting 
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Institute, and for many years 
closely identified with the elec- 
trical industry of the metropoli- 
tan area, will be managing direc- 
tor of the association, supervising 
both its market development and 
institute activities. Mr. Neu- 
muller had been identified with 





RALPH NEUMULLER 
the New York Edison and United 


Electric Light & Power Com- 
panies in advertising and mer- 
chandising work. 

Arthur E. Allen, vice-president 


and general manager, Westing- | 


house Lamp Co., with whom the 
association negotiated, pledged 
full support of his company in 
furthering the project. 











PARKMAN RESIGNS FROM 
D. G. BALDWIN CO. 


L. B. Parkman, for the past 
five years connected with the 
firm of D. G. Baldwin Co., Inc., 
41 Murray Street, New York 
City, hardware manufacturers’ 
representatives, resigned Oct. i. 
Mr. Parkman had been in charge 
of the Pennsylvania territory. 


BUSINESS SHOW WILL 
BE HELD OCT. 19-24 
The twenty-eighth annual Na- 
tional Business Show will be held 
at Grand Central Palace, New 
York City, Oct. 19 to 24. More 
than one hundred exhibitors will 


| display a million dollars’ worth 
| of equipment, according to Frank 


E. Tupper, managing director of 
the show. Much of the new ap- 
paratus to be exhibited will be 
for accounting or secretarial 


work. 


FINKBINE IS PRESIDENT 
BROWN-CAMP HARDWARE 


E. C. Finkbine has _ been 
elected as president of the 
Brown-Camp Hardware Co., Des 
Moines, Iowa. He succeeds the 
late George F. Henry. Mr. Fink- 
bine has been with the company 
since 1901. He was one of the 
directors of the firm previously 
and was a member of the group 
which founded the organization. 
W. T. McNerney continues as 
vice-president and general man- 
ager of the company. 





ROBINSON HARDWARE 
IS INCORPORATED 


The Robinson Hardware Co. of 
Hudson, Mass., has been formed. 


| Officers are: President, John H. 


Robinson; treasurer, Herbert A. 

Knight, and Charles E. Whit- 

taker. 

GRANT HDW. REOPENS 
AT DOTHAN, ALA. 


The Grant Hardware Co, 
Dothan, Ala., which had been 
closed for six weeks, was re- 


opened recently. The store, which 
is operated by Grant Bros., Inc., 
had been in business for several 
years, having been opened by A. 
G. Grant, who formerly operated 
a hardware store in Headland, 
Ala. Since the death of Mr. 
Grant the store has been operated 
by his sons, Adam and Arthur 
Joe Grant. 











Salesmen Must Lead 


Way to Better Busi- 


ness, Abbott Tells the Boosters 


Salesmen will be depended 
upon largely to lead industry out | 
of the present depression, | 
Charles F. Abbott, executive di-| 
rector of the American Institute 
of Steel Construction, told the 





Cc. F. ABBOTT 


Hardware Boosters meeting at 
the Hardware Club, Saturday, 
Sept. 26. “Today there is a 
great demand for men who can 
sell, who can move merchandise 
from warehouse or factory and 
place it in satisfactory service in 
the hands of the ultimate con- 
sumer and complete the process 
at a profit,” he said. “But it is 
far more essential than ever that 
this be done at a profit to the 
producer and to the merchant.” 

Mr. Abbott said: “We must 
learn that fair volume coupled 
with fair profit is far more de- 
sirable than maximum volume 
coupled with minimum profit or 
no profit at all. 

“The profit record in most of 
our industries has been anything 
but encouraging. We have been 
dissipating important natural re- 
sources at cost and frequently — 
at a loss. Under such conditions 
public welfare is adversely af- 
fected. 

“Goods that must be sold at a 
loss represent so much capital 
and labor thrown away. Distress 
sales inevitably result in a cur- 
tailment of industrial activity 
and unemployment. When indus- 
try is profitable, labor is profita- 
ble, and these profits are spent 
for goods. When industry is un- 
profitable, labor is thrown out 
of employment and consumption 
is reduced, thus causing a vicious 
circle. We will never perma- 
nently solve the unemployment 
problem until industry is capa- 
ble of producing profits that will 
make possible a reserve to meet 
unemployment conditions similar 
to that set aside to protect the 
interests of stockholders. 
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“If Moses had given us eleven 
commandments instead of ten, 
the eleventh might well have been 
‘Uphold the Sales Price.’ Short 
of downright dishonesty, there is 
nothing so unethical in business 
as cutting the price for the sake 
of getting an order.” 

More than sixty members and 
guests, including a delegation of 
The Nutmeggers attended the 
meeting. Following Mr. Abbott’s 
address, much time was given to 
informal discussion. R. J. Atkin- 
son, Brooklyn, N. Y., past presi- 
dent, NRHA, told the Boosters 
about the coming New York con- 
vention. The organization voted 
to continue membership in the 
National Council of Traveling 
Salesmen’s Associations of Amer- 
ica. 


President C. J. Heale, Harp- 
WARE AGE, presided at the meet- 
ing, and welcomed the guests. 
Secretary H. R. Conners, Pike 
Mfg. Co., New York office, re- 
ported on the previous meeting. 


COULSTON WINS N. Y. 
PAINT GOLF MATCH 


W. R. Coulston won first prize 
in the Class A flight at the Sep- 
tember golf tournament of the 
“Save the Surface” golfers of 
the New York Paint, Oil and 
Varuish Club. The match was 
at the Montclair Golf Club, 
Montclair, N. J., Sept. 23. W. 
J. Sutcliff, North Jersey Paint 


Co., won the low net prize. 


ARCADE ISSUES TOY 
CATALOG IN COLORS 


An attractive catalog in colors 
has been issued by Arcade Mfg. 
Co., Freeport, Ill. It is entitled, 
“Fred and Jane with the Tiny 
Arcadians.” The entire story is 
written in the form of a poem. 
Most of the illustrations show 
members of the Arcade toy line. 
Some parts of the poem refer 
to the qualities and members of 
the Arcade line. 


WOODS HEADS CHICAGO 
PAINT GOLF CLUB 


Officers for the coming year 
were elected following the recent 
tournament of the Chicago Paint, 
Oil and Varnish Club, held at the 
Nordic Country Club. Frank Z. 
Woods, Publicker Commercial 
Alcohol Co., was elected presi- 
dent. Harry Dunning, American 
Commercial Alcohol Corp., was 
elected secretary-treasurer, while 





R. M. Reed, Western Dry Color 
Co., was elected a director for 
two years. 

Mr. Dunning won the presi- 
dent’s prize for low net score for 
the year’s four matches, while 
Carl Schinke won the Beverley 
Hall Memorial trophy. Mr. 
Schinke was awarded the first 
prize in Class A, a radio set, 
while James B. Day won the first 
award in Class B, a coffee set. 
Mr. Woods won the first prize 
for Class C, a tea table. 


J. N. DOLE PASSES 


John Newton Dole, 83, chair- 
man, board of directors, Hooker 
Glass & Paint Mfg. Co., Chicago, 
Ill., died recently, following 4 
brief illness of pneumonia, at his 
home in that city. Mr. Dole 
went to Chicago as a youth in 
1869 and associated himself with 
Henry M. Hooker in the paint 
and glass business, in which he 
was active for more than sixty 
years. In later years he had 
been interested in several large 
organizations outside the paint 
industry. 

He was a director of the First 
National Bank of Chicago, a di- 
rector of William Wrigley, Jr., 
Co., and formerly a director of 
the Foreman State Bank & Trust 
Co. Two daughters and two 
brothers survive. 


KEN-RAD DEALERS 
MEET IN DETROIT 


The Specialties Distributing 
Co., 11 West Jefferson Street, De- 
troit, Mich., distributors of Ken- 
Rad radio tubes, held its first 
Ken-Rad Acremeter dealer meet- 
ing at the Detroit Leland Hotel 
recently. More than 60 dealers 
were present at the meeting. 
John D. Tebben, sales promotion 
manager of the Ken-Rad Corp., 
Owensboro, Ky., and Al. Heck, 
territorial manager, talked on the 
merchandising of Ken-Rad lines. 


SAN FRANCISCO POT AND 
KETTLE CLUB MEETS 


The San Francisco Pot and 
Kettle -Club held its first fall 
meeting recently, at which time 
it was decided that money put up 
by the members to guarantee the 
convention be placed in a wel- 
fare fund. The fund will be 
used to assist members needing 
assistance because of iflness or 
loss of employment. This fund 
is to be administered by the 
president, secretary and treasurer 
of the organization. Adminis- 
trators will be the only ones to 
know to whom aid has been ex- 
tended. 








HERMANN IS PRESIDENT 
AMER. ASPHALT PAINT 


Grover M. Hermann, formerly 
vice-president and treasurer of 
the American Asphalt Paint Co., 
Chicago, IIl., was elected presi- 
dent of the company at a direc- 
tors’ meeting held Sept. 24. He 
succeeds the late Charles Phelan, 
who was killed in an automobile 
accident in Canada last August. 
Messrs. Hermann and Phelan or- 
ganized the company in 1913, op- 
erating as a copartnership until 
July, 1930, when the corporation 
was formed. Walter H. Cottrell, 
associated with the company 
since its founding, is now first 
vice-president. T. C. Ford con- 
tinues as vice-president in charge 
of production. 

Mr. Hermann states that the 
Kankakee, [IIl., and _ Lincoln, 
N. J., plants are operating five 
days a week. 


H. J. HATER IS MEMBER 
OF NSPA COMMITTEE 


E. P. Chalfant, executive vice- 
president, National Standard 
Parts Association, has announced 
appointment of Harry J. Hater, 
vice-president and general man- 
ager of Aluminum Industries, 
Inc., Cincinnati, Ohio, as a mem- 
ber of the Manufacturers’ Divi- 
sional Committee of the NSPA 
to succeed F. J. Glennon, who 
died recently. Mr. Glennon was 
general sales manager of Mr. 
Hater’s company. if 

Mr. Hater organized Aluminum 
Industries, Inc., in 1920. 





WATERBURY APPOINTS 
AGENTS; MOVES OFFICE 


G. F. Waterbury, president, 
Waterbuty Company, 117 Liberty 
Street, New York, N. Y., has an- 
nounced appointment of Dan G. 
Erickson and Tom A. Edwards as 
sales representatives for the com- 
pany in the Middle West terri- 
tory. 

For 28 years Mr. Edwards oc- 
cupied an important executive 
sales position with George B. 
Carpenter Co., Chicago, Ill. Dan 
Erickson served 12 years in the 
marine field, during which he: 
rose to the position of chief en- 
gineer. 

Announcement is also made by. 
Mr. Waterbury that the Chicago 
branch has removed its offices to 
the Navy Pier, where adequate 
stocks of Waterbury products” 
will be maintained on hand to 
better serve the Middle West 
trade. The branch remains in 
charge of W. J. Tennison, who 
for many years has been asso- 
ciated with the company. 
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PENNSYLVANIA SUPPLY 
ASSOCIATION MEETS 


The fall convention of the 
Pennsylvania Wholesale Hard- 
ware & Supply Association was 
held in Hazleton, Pa., Sept. 24 
and 25. Hosts to the convention 
were Jere Woodring & Co. and 
the Hazleton Machinery & Sup- 
ply Co. A dinner for the dele- 
gates and their ladies was held at 
Conyngham Pass, Sept. 24. 

Business sessions were held at 
the Hotel Altamont, with R. M. 
Gatshall, New York City, execu- 
tive manager, National Mill Sup- 
ply Association, as the main 
speaker. His topic was “The 
Past, Present and Future of In- 
dustrial Merchandising.” Presi- 
dent C. S. Seamons, Scranton, 
Pa., conducted the _ sessions. 
Luncheon was served at the Val- 
ley Country Club. Later in the 
afternoon a trip was made 
through Jeddo-Highland Coal 
Co. mine No. 5 and breaker. 

Decision was made to hold the 
spring meeting in New York 
City, at which time officers will 
be elected for the coming year. 





SOUTH SIDE HARDWARE 
NEEDS NEW CATALOGS 


During the recent fire suffered 
by South Side Hardware Co., 
3017 South Adams Street, Peoria, 
Ill., all the hardware catalogs in 
the company’s files were de- 
stroyed. The company would 
like manufacturers and whole- 
sale distributors to furnish new 
catalogs. 

When rebuilding operations 
are completed the firm will be in 
better position to handle its 
trade than previous to the fire. 
The main floor will be 100 feet 
in length, while the upstairs 
floor has been remodeled: to take 
care of builders’ hardware, with 
a special builders’ hardware room 
built for the display of samples. 





A. LAWRENCE PASSES, 
PHILA. PAINT OFFICIAL 


Alexander Lawrence, Jr., presi- 
dent, Lawrence-McFadden Co., 
Philadelphia, Pa., paint and 
varnish manufacturers, died re- 
cently at the age of 73, following 
a long illness. He was prominent 
in the activities of the Travelers’ 
Protective Association of Amer- 
ica. Two daughters, a sister and 
ten grandchildren survive. 


J. H. TATE DEAD—HAD 
FLORIDA STORE 





James Henry Tate, president 
and manager, Tate-Phillips Hard- 
ware, Bartow, Fla., died Sept. 24. 
In 1927 he moved his family from 
Tampa, Fla., to Bartow, when he 
organized the Tate-Phillips com- 
His widow, a daughter 


pany. 
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and a sister survive. During the 
hour of his funeral business in 
Bartow was suspended as a mark 
of respect. 





G. K. VEAZIE DEAD, 
WITH BUHL 25 YEARS 


George K. Veazie, 60, for the 
past 25 years manager, sporting 
goods department, Buhl Sons 
Co., Detroit, Mich., died Sept. 
23. He joined the Buhl organi- 
zation at the age of 14 and had 
been with the company until his 
death. Mr. Veazie, who had been 
ill for several months, is survived 
by his widow and three sisters. 





F. A. LANG NOW WITH 
WILSON-WESTERN CO. 


F. A. Lang, formerly with the 
Shapleigh Hardware Co., St. 
Louis, Mo., and later with Brauer 
Bros., Inc., of the same city, has 
joined the sales staff of the Wil- 
son-Western Sporting Goods Co., 











Chicago, Ill. Mr. Lang will de- 
vote his efforts exclusively to the 
new Wilson-Western golf bag 
line and will call on wholesale 
distributors and the larger retail 
outlet. For twelve years he was 
with Shapleigh Hardware Co., 
eight years in the buying depart- 
ment and the rest of his time 
with the company on the road. 
For three years he was traveling 
as a special representative for the 
Brauer organization. 





ELECTRIC SPRAYIT BUYS 
G-V SPRAYER UNIT 


The Electric Sprayit Co., 
South Bend, Ind., has purchased 
the hand sprayer business of the 
G-V Sprayer Co., with plants at 
Wichita, Kan., and Lebanon, 
Tenn. The machinery and fix- 
tures have been moved to South 
Bend, where the new _ hand 
sprayer division will be consoli- 
dated with the company’s power 
sprayer division. 





Will Discuss Credit Structure at Personal 
Finance Companies Convention, 


Oct. 20-23, in Washington, D. C. 


(From Our Washington Bureau) 

Personal finance service as a 
growing factor in the consumer 
credit structure of the country 
and a stabilizing influence in the 
field of retail business will be 
discussed in its various aspects 
at the annual convention of the 
American Association of Per- 
sonal Finance Companies in 
Washington, D. C., Oct. 20 to 23. 
The meetings will be held in the 
Hall of Nations room of the 
Chamber of Commerce of the 
United States. It is expected 
that the convention will be at- 
tended by more than 1000 who 
are interested in the field of 
mass finance and of credit as it 
affects the individual and family 
lacking established relations with 
commercial banks. This num- 
ber will include representatives 
of personal finance companies in 
the States that have adopted the 
fundamental features of the Uni- 
form Small Loan Law, spon- 
sored by the Russell Sage Foun- 
dation. These companies are 
said to be doing an annual busi- 
ness in the personal finance field 
in excess of $500,000,000. 

One of the keynotes of the 
convention will be the address of 
Secretary of Labor William N. 
Doak on the stabilization of dam- 
ily incomes as the credit base of 
the nation’s business and indus- 
try. Dr. Frank M.° Surface, 
assistant director of the Bureau 
of Foreign and Domestic Com- 
merce, will review current busi- 
ness trends in the light of recent 





economic experience in an ad- 
dress of “Business Charts a New 
Course.” John J. O’Connor, 
manager of the finance depart- 
ment of the Chamber of Com- 
merce of the United States, will 
discuss personal finance as it af- 
fects the strength or weakness of 
general business conditions. In- 
stalment buying and its financing 
will be discussed by Milan V. 
Ayres, Chicago, economist of the 
National Association of Finance 
Companies. 

“Retail Credit’s Contribution to 
Business” will be discussed by 
James R. Hewitt, Baltimore, Md., 
chairman of the legislative com- 
mittee of the National Retail 
Credit Association. Accounting 
as a business essential will be 
discussed by Robert H. Mont- 
gomery, resident partner of Ly- 
brand, Ross Bros. & Montgomery. 
The present scope of consumer 
credit will be covered by Dr. 
Clyde Williams Phelps, head of 
the Department of Economics 
and Commerce, University of 
Chattanooga. 

F. L. Hinckley, Providence, 
R. I., counsel for the Rhode 
Island Association of Personal 
Finance Companies, will speak 
on “Public Understanding of 
Personal Finance,” setting forth 
the phenomenal growth of the 
personal finance business under 
the Uniform Small Loan Law. 
There will be a number of round 
table discussions of the various 
technical phases of consumer 
credit and personal finance. 








T. J. STEWART HEADS 
PEERLESS SAW CO. 


The Peerless Saw Co., 571 
South Third Street, Columbus, 
Ohio, has been incorporated by 
T. J. Stewart, B. A. Hodapp, C. 
F. Callahan and Bruce Lucas. 
Mr. Stewart is president of the 
firm. Each of the incorporators 
was formerly connected with the 
Ohlen-Bishop Co. Mr. Stewart 
was resident manager of the 
hardware plant, while Mr. Ho- 
dapp was superintendent of the 
mill saw plant and Mr. Lucas 
was general purchasing agent. 
Mr. Callahan was _ production 
manager. 

The new company will manu- 
facture wood and metal cutting 
saws and will distribute with 
their own products a complete 
line of files, grinding wheels, 
drills and other cutting tools. 


MALONY IS SECRETARY 
OF WHITMAN & BARNES 


George H. Malony has been 
elected as secretary of Whitman 
& Barnes, Inc., Detroit, Mich., 
succeeding J. I. Holton, who rce- 
signed that position. 


KANSAS UTILITY AIDS 
LOCAL DEALER SALES 


The legislative act, prohibit- 
ing public utilities from further 
merchandising in Kansas, which 
became effective Aug. 1, 1931, 
was the basis for considerable 
discussion and debate among 
utilities and independent dealers 
as to the probable outcome of 
such legislation. Since the en- 
actment of this merchandising 
law, there have been rumors of 
court actions and appeals to test 
the soundness of the statute. 

In contrast with the many con- 
flicting viewpoints there is an in- 
stance of favorable merchandis- 
ing relations which is in existence 
between the dealers and utility 
at Larned, Kan. The Kansas 
Pipe Line & Gas Co., which holds 
a franchise in that city, permits 
the local dealers to display their 
gas-operated appliances on the 
utility company’s display floor. 
This affords every user the oppor- 
tunity of making comparisons at 
a central point, and is then only 
necessary to call on that par- 
ticular merchant whose appli- 
ances appeal to them. 

The utility also cooperates to 
the extent of furnishing prospect 
lists to each of the dealers, who 
in turn contact the prospects. 
This harmonious cooperation te- 
sults in mutual satisfaction for 
all concerned, thus stimulating 
increases in gas appliance mer- 
chandising. 
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Genera, Marker News 
OF THE WEEK 


Seasonal Pickup 
Is Noted 


New York, Oct. 7.—Respond- 
ing to more seasonable weather 
in most of the territories served 
by the nation’s leading market 
centers, the hardware demand re- 
flected considerable during the 
past week. Fall lines are en- 
joying a fairly active demand 
for the first time this autumn and 
further improvement is_antici- 
pated as the fall season advances. 

Replenishment orders from re- 
tailers are being received with 
greater frequency than for sev- 
eral months past and the larger 
size of the average order denotes 
that dealers are now buying in 
adequate quantities to cope with 
an expanded consumer demand. 
Confidence in the general situa- 
tion is slowly replacing the atti- 
tude of caution, and the belief is 
growing that all factors are shap- 
ing themselves into better form 
to promote a business recovery 
through a gradual process. 

Manufacturers have been un- 
able to supply the unprecedented 
demand for home canning sup- 
plies. Firearms and ammunition 
are moving in healthy volume. 
Fireplace furnishings are very 
active. Painting materials are in 
improved demand. Housewares, 
school supplies, window glass, 
roofing, some types of builders’ 
hardware, wood working tools 
and football equipment are other 
lines in good current demand. 
Staple merchandise continues to 
move in fair volume. 

Prices, in the main, are show- 
ing few changes. Scattered in- 
stances of price shading in com- 
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petitive lines are reported, al- 
though, in view of conditions, 
quotations are being well main- 
tained at the recently established 
low level. 





Tariff Commission Postpones 
Hearing on Glass Products 
(From our Washington Office) 

The Tariff Commission has post 
poned until Nov. 4 hearings in connec- 
tion with its inquiry regarding gage 
glass tubes, and blown glass table and 
kitchen ware. The hearing on gage 
glass tubes will begin at 10 in the 
morning. The hearing on blown glass 
table and kitchen ware will begin at 
2.30 p.m. Previously earlier and sepa- 
rate dates had been fixed for the 
hearings. 

At the commission’s office particular 
attention was called to the fact that 
these hearings are set for the same 
day because of the possibility that some 
of the parties interested in gage glass 
tubes will also desire to attend the 
hearings on blown glassware. 





Lower Prices Are Effective 
On Hercules Boiler Liquid 


The Economy Plumber Co., 39 
Lispenard St., New York, N. Y., has 
announced substantial price reduc- 
tions on Hercules boiler liquid, a 
product manufactured by the company. 

New prices are as follows: 1 to 12 
cans, $1.25 per can; 12 to 24 cans, 
$1.20 per can; 24 to 72 cans, $1.10 
per can, and 72 or more $1.00 per can. 





August State Road Contracts 
in 29 States $44,898,173 


State highway contracts let in Au- 
gust by 29 States aggregated $44,898,- 
173 and involved 3033 miles, according 
to reports made by W. C. Markham, 
executive secretary of the American 
Association of State Highway Officials, 
to Fred C. Croxton, assistant director 
of the President’s Organization on Un- 
employment Relief. On the basis of 
reports from 36 States, Mr. Markham 
estimates that 370,000 men were em- 
ployed on State roads in the 48 States 
in August. This represents an increase 
of 45,000 workers. 


Leading Cordage Makers 
Reaffirm Rope Prices 


Prominent cordage manufacturers 
have advised the trade that prevailing 
prices on manila and sisal rope have 
been reaffirmed for the October, 
November and December period, com- 
prising the last quarter of the current 
year. 

The only revision in cordage prices 
noted pertains to Plymouth Java bolt 
and rope of this type is quoted one 
cent per pound lower than the figures 
which were effective during the third 
quarter of the year. 





American Steel Warehouses 


Report 27.7% Decline 


The American Steel Warehouse As- 
sociation, farmerly the American Steel 
and Heavy Hardware Association, re- 
ports that total sales of member firms 
during the first eight months of 1931 
as compared to the same period of 
1930 reflect a decline of 24.75 per cent. 

August, 1931, as compared to the 
preceding month shows a decrease of 
5.81, while August, 1931, as compared 
with the corresponding month of last 
year reveals a decrease of 27.7 per cent. 





Wholesalers Buy Half of 
All Playthings Manufactured 

(From our Washington Office) 
Sales to wholesalers make up nearly 
one-half of the sales by manufacturing 
plants engaged primarily in making 
toys, games, playground equipment, or 
children’s carriages and sleds. Data 
collected from 555 plants by the Cen- 
sus of Distribution show that of the 
total sales by these plants in 1929, 
amounting to $103,411,000, sales made 
in this way totaled $48,070,000. Of the 
total sales of this industry, $7,118,000 
was undistributed by 59 manufacturers. 
The report deals with the sales which 
were distributed according to types of 
purchasers, and which amounted to 
$96,293,000, or 93 per cent of the total. 
The products covered in the report 
are children’s carriages and _ other 
wheel goods and children’s sleds; dolls 
and doll parts; doll clothes; mechan- 
ical toys, including trains; metal toys; 
wooden toys, rubber, clay, china or 
composition toys; stuffed animals; play 

furniture; playground equipment. 
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As Charted in the Survey of Current Business and Compiled 
by the United States Department of Commerce 


Weekly Average 1923-1925, Inclusive=100 


A comparison of the charts which appeared in last week’s issue with those reproduced below discloses that 
trends in the following indicators have an ascending character: coal production, petroleum production, build- 
ing contracts, lumber production, cotton receipts, Detroit factory employment, business failures, and time 
money rates. Unchanged tendencies are noted in steel ingot production, wheat receipts, Fisher’s wholesale 
price index, iron and steel composite price, copper price electrolytic, call money rates, stock prices, loans 
and discounts F. R. member banks, and money in circulation. In the remaining four indicators a downward 
trend is reflected. In the latter group, freight car loadings, bank debits, outside New York City, Brokers’ 
loans New York City, and bond prices are represented. 


Basie Business Indicators for Week Ended Sept. 26 
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MEEMPEIS oii sie incrone 


(Memphis office of HARDWARE AGE) 
Mempuis, Oct. 6. 


r HE best news for weeks was the 
recent cry of newsboys on the 
streets: “Cotton Advances.” The 

advance, we understand, amounted to 
$2 per bale on Sept. 23 and this is 
equivalent to thirty-one million dollars, 
based on the government estimate of 
the present crop. Practically no cotton 
has been ginned in the South, there- 
fore none has changed hands and if 
this advance holds, the planters them- 
selves are going to realize practically 
the full benefit of it. It is not hard 
to imagine the change in feelings of 
cotton planters and retail dealers who 
are so absolutely dependent upon the 
planters. 


BETTER FEELING 


Hardware jobbers have expressed 
themselves in a more optimistic strain 
during the past several days and some 
of them feel greatly encouraged over 
certain legislation, especially the situa- 
tion in Texas and over the recent ad- 
justment of wages and salaries by the 
steel industry. Just what influence 
these things have had on the cotton 
market we do not know, but evidently 
there is some undercurrent that has 
brought about or contributed to this 


CHICAG 


(Chicago office of HARDWARE AGE) 
Cuicaco, Oct. 6. 
EPTEMBER has closed with cool, 


fine and seasonable weather suc- 

ceeding the late heat wave, and 
with signs that the shopping public 
are at last “fall-minded.” Retail sales 
in September have of course suffered, 
in combating both conservatism and 
heat, but there is little doubt that cool- 
weather goods, though belated, must 
be bought in satisfying volume during 
October. Carry-over supplies in the 
average home are as nearly depleted 
or worn out, as the average dealer’s 
showing of reserve stocks. Both con- 
sumer and retailer are replenishing 
because they must, and it will take 
some weeks of active buying just to 
fill up the really urgent gaps. It is 
noticeable that stores creating an 
atmosphere of cheer and _ industry, 
with good lighting, well-dressed win- 
dows, seasonable displays, and with 
low prices plainly tagged and adver- 
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advance in the market. Jobbers seem 
to feel that there is something to that 
and they also feel that their salesmen 
are going to be more cordially received 
by the trade on future trips, and are 
hopeful that there will be an increase 
of orders coming in from the rural 
districts. It seems to be the opinion 
of all that stocks are down to an abso- 
lute minimum and that dealers are 
ready to buy merchandise on the slight- 
est indication that they will be able to 
sell it and pay for it. An advance in 
the cotton market will do more to bring 
about these results than any other one 
thing that could happen in Southern 
trade circles. 


SEPTEMBER SALES 


There is no great increase in sales, 
but the number of orders is very much 
better and it is expected that the last 
two weeks of the month will show very 
much better totals than the first two 
weeks. The actual volume in dollars 
and cents shows a very little increase 
over August. Some jobbers report 
about a 10 per cent increase during 
the first part of September and are 
hopeful that September as a month 
wound up with something like 15 per 
cent increase over August and this, it 
is considered, will be very satisfactory. 





tised, are drawing very satisfying 


patronage. 


CHICAGO TRADE NEWS 
The monthly Federal Reserve Bank 


summary just issued, brings up to 
Sept. 1 the trade statistics for this 
region. Business is showing a definite 
seasonal improvement, though not as 
pronounced as might be expected at 
this time of year. 

Sales of furniture and house fur- 
nishings by reporting dealers and de- 
partment stores totaled 18 per cent in 
excess of a month previous, which is 
less than seasonal, and the dollar vol- 
ume sold was 9 per cent smaller than 
a year ago. Installment sales by deal- 
ers gained 26 per cent in the month, 
but declined 16 per cent from the same 
1930 period. 

The data on wholesale trade in this 
district present even less favorable 
conditions than during the preceding 
month. Gains of 8 and 26 per cent 





Jobbers have been hopeful that 
September would bring to them an in- 
crease in settlement of old accounts 
but due to the low price of cotton and 
the lateness of the crop, which aver- 
ages something like 20 to 30 days, 
there has been practically no ginning, 
so far, therefore collections are very 
slow and tight. The gins are beginning 
to open up now, however, and will be 
going full blast within the next week 
or ten days and collections are ex- 
pected to improve. 


PRICE SITUATION 


Since our last report, indications are 
that prices to jobbers in the main, are 
practically-the same and that there is 
no foundation for changes in their 
prices to retail dealers. There have 
been some few adjustments, but no 
main line changes of any consequence. 
Jobbers, however, are inclined to enter 
into competition more than usual on 
a price basis for whatever business is 
offered, and this may have a tendency 
to lower the percentage of profit. 
There has been a great scramble this 
year for business on some important 
lines, like ammunition, axes, stoves, 
etc. and the prices have been, in a 
great many instances, bordering on the 
ridicul6us. This situation will clear 
up however, when business picks up a 
little and it is the consensus of opinion 
that that time is held back now only 
by the crop conditions and the prices 
of produce. 


Belated Fall Weather Arrives; 
Replenishment Orders More Numerous 


in the wholesale dry goods and shoe 
trades respectively, were smaller than 
usual for August, while recessions of 
7 per cent in groceries, 9 per cent in 
drugs and 12 per cent in electrical 
supplies contrasted with increases 
usually registered, and the decline of 
13 per cent in hardware sales was 
considerably heavier than normal for 
the month. To compare a_ longer 
period, it is pointed out that in the 
first eight months of 1931 wholesale 
grocery sales in the Chicago Reserve 
area totaled 10 per cent less than in 
the same period of 1930, hardware 
sales 24 per cent, dry goods 25 per 
cent, drugs 14 per cent, shoes 24 per 
cent, and electrical supplies 34 per cent 
smaller. 

The wage-cut announcement by the 
U. S. Steel Corporation has apparent- 
ly initiated rather general reductions 
in other leading industries, which have 
been awaiting this lead. The move is 
held by some as a cause for encourage- 
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mtent—on the ground that a needed 
and delayed step in general liquidation 
has thereby been taken. 


FARM NEWS 


Following some weeks of unseason- 
ably high September temperatures, the 
Mid-west area and a large portion of 
the drought-ridden Northwest have had 
worth while rainfalls, which have ma- 
terially improved the situation. Large 
crops of potatoes and tomatoes are 
reported in our Central area, and all 
fruits, especially apples and peaches, 
are exceptionally fine in yield and con- 
dition. There is a large demand for 
hogs for feeding, and record low feed 
costs should make all stock-raising 
profitable. 

The price of wheat reported last 
week, averaged from about 500 ship- 
ping points in the United States, was 
37 cents per bushel, compared with 
68 cents last year. Corn (old) aver- 
aged 37 cents against 86 cents a year 
ago. 


TWIN CITIES 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, Oct. 6. 


S one indication of business con- 
ditions in the Northwest tribu- 
tary to the Twin Cities, reports 

show that building gained in August 
of this year over that of last year. 
With the amount of building under 
way, it is very probable that the 
September figures will likewise show 
a gain. 


MAIL VOLUME GAINS 


The Twin Cities are also showing a 
gain in the amount of postal business 
during the past few months, indicating 
that with both first class and third class 
mail being heavier, and with more ad- 
vertising going out, this trade center is 
on the upward path as far as business 
is concerned. Even with many adverse 
conditions to be met, there is a steady 
attitude of meeting the conditions with 
optimism. 


FARM PROSPECTS 


Farm conditions, while not encour- 
aging in all parts of the territory, still 
have some marks of the tendency to 
improve. As an instance of this, farm 
owners who have farms with habitable 
buildings for rent are finding that this 
year there is a heavier demand for such 
places than there was last year. When 
things tighten up in the cities, there is 
a movement of farm-raised people back 
toward the farms. This movement is 
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OTHER NEWS NOTES 


The makers of manila and sisal rope 
have reaffirmed third quarter prices for 
the fourth quarter, and some business 
is being accepted by distributors for 
delivery after Jan. 1. The best brands 
of No. 1 manila rope are priced at 
161%4 to 17 cents base, and the best 
sisal at 12144 to 13 cents base, f.o.b. 
Chicago. These values are a heavy 
decline from 1930 figures, and stability 
of these base prices is assured by the 
manufacturers for at least 90 days 
ahead. 

Cotton under six cents has brought 
extremely low prices on cotton waste, 
both white and colored. Some over: 
supplies in factory stocks have recent- 
ly been sacrificed, and jobbers here 
are passing along some remarkable 
“buys” as a result. 

Dealers who did not place future 
orders for axes are beginning to cover 
their requirements actively on this 
line. Present prices on axes are guar- 
anteed by the manufacturers to Jan. 1, 





quite noticeable in the Dakotas, where 
farms are very much in demand. The 
movement to get back on the land is 
very strong, even with the many set- 
backs the farmers have had this year. 


LIVESTOCK PRICES LOW 


At the present time the prices for 
livestock and hogs is at about the 
lowest level in years. In some parts 
of the territory farmers and feeders 
are organizing to curtail their buying 
of all manufactured products until 
better prices are available for the farm 
products. 

On the other hand, the prices on 
poultry, eggs and butter fat has ad- 
vanced considerably from the low 
levels of the summer, and, where this 
industry is well established, conditions 
are much easier than even a month 
ago. 

The movement of sheep and lambs 
from Montana and Wyoming into parts 
of the Dakotas for feeding purposes is 
particularly heavy this fall, and this 
is a double benefit to the raisers and 
the feeders of this class of stock. 

Fall merchandise is the dominant 
feature in all of the retail stores at 
present and windows and floor dis- 
plays are all of this class of goods. 
To walk through the larger stores in 
the large trade centers, one would not 
believe that there is supposed to be a 
depression in progress, for the stores 
are well filled with customers, and a 





and they do not anticipate any further 
reduction at that date. 

The rush on fruit and vegetable 
canning supplies still continues. De- 
mand for glass jars for canning is 
reported many times larger than at 
any time since 1920, and factories as 
yet are unable to meet the demand. 
A shortage of tops is hampering the 
glass companies somewhat. In north- 
western Ohio alone, 35 carloads of 
glass jars have been used so far this 
season. 

Some jobbers report 1931 their 
biggest year in the sale of paring 
knives, for canning uses. Prices on 
paring knives are down to practically 
pre-war levels. 

Sales of electric lamps have been 
off to about the extent of the reduc- 
tion in electric current output general- 
ly. For the week ended Sept. 19 a 
decrease of 3-4/10 per cent was re- 
ported, as compared to the like week 
of 1930. The demand for electric 
mixers is increasing, and has been 
strong for sometime past. 


Building Gained in August; 
Farm Conditions Show Improvement 


goodly percentage of them are buying 
merchandise. The low prices at which 
merchandise is being offered evidently 
is coaxing out some of the dollars from 
the savings deposits. 


BUILDING IN DAKOTA 


Building permits in many of the 
trade centers in the Dakotas are well 
up to those of last year, and in many 
instances show a gain over that mark. 
This, despite the fact, as indicated in 
last week’s letter, there are many 
counties in this territory which are in 
line for aid from the government. 
While the latter fact seems to indicate 
an adverse condition, still it is a fact 
that only a very small percentage of 
the population of these states is 
affected. 

Prices seem to have reached a low 
level beyond which there is little in- 
dication that they will go. There are 
no changes to report this week which 
are of interest. 

Collections still remain one of the 
main problems in the mercantile line, 
and show but little change in volume 
or ease of movement during the past 
few weeks. As before stated, farm 
products are being held wherever pos- 
sible for an advance in prices, and are 
being sold only when and where neces- 
sity demands. In the dairying and 
diversified farming districts, collections 
are much better than elsewhere. 
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PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 
PirtspurGH, Oct. 6. 


OOLER weather in the closing 

days of the month brought 

some improvement to aggregate 
September business in this district, 
but apparently did not bring the totals 
over August levels. The month also 
compared very unfavorably with 
September, 1930. In the last few 
days gas stoves, coal hods and other 
fall goods began to move out of job- 
bers’ stocks in better volume, but 
orders were generally for small lots. 
Football equipment has also been more 
active, and the movement of guns and 
rifles has held up. In most cases re- 
tailers are now stocked with loaded 
shells for the hunting season, but ship- 
ments have not entirely ceased. Midget 
radios have been in better demand, 
and there has been some activity in 
cooking stoves. Inside paints and 
varnishes and housecleaning supplies 
reflected the October moving season to 
some extent, but in this district such 
activity is much heavier in April and 
May. 


PRICE REVISIONS 


Price changes during the week in- 


ATLANTA 


(Atlanta office of HARDWARE AGE) 
ATLANTA, Oct. 6. 


ITH the advent of the first 
real touch of autumn weather, 
hardware merchants and job- 


bers report an encouraging response 
of the fall buying barometer to fluctu- 
ations of the thermometer. Retailers 
in all lines report that consumer de- 
mand is showing indications of buying 
interest which was somewhat lacking 
during the middle of September. Un- 
seasonably hot weather, coupled with 
generally depressed business condi- 
tions, reflected to a rather low showing 
in demand during the past month, but 
with the breaking of the extended sum- 
mer weather, business in general is ex- 
pected to show considerable improve- 
ment during October. With conditions, 
however, apparently at their worst dur- 
ing the passing month, hardware job- 
bers serving this territory report a 15 
per cent to 20 per cent increase in 
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cluded a slight reduction in sash cord 
in line with lower prices on cotton 
materials. Good quality sash cord 
now ranges from 22c. to 30c. per Ib. 
out of jobbers’ stocks. Gas brackets 
are also lower, with the No. 7033 size 
now quotable at 20c. each; the No. 
7035 at 33c., and the No. 7032 at 55c. 
A reduction in cotton mops brings the 
full weight 12 oz. size to $3.40 per 
doz.; the 16 oz. to $4; the 20 oz. to $5, 
and the 24 oz. to $6 per doz., f.o.b. 
Pittsburgh jobbers. No change on 
painting ingredients is reported, and 
other products are fairly well main- 
tained. The nail price is considerably 
stronger than it was during the sum- 
mer, reflecting the efforts of mills to 
stabilize the market. Bolts and nuts 
are still weak. 


INDUSTRIAL CONDITIONS 


Industrial conditions in the district 
have been affected by wage cuts on 
the part of the larger steel companies, 
and labor unrest is reported in some 
of the nearby mill towns. The wage 
cut, however, is not expected to in- 
fluence buying power as much as re- 
cent bank closings throughout the dis- 
trict. Many smaller institutions serv- 





business over August and a slight in- 
crease over the same period a year ago. 


RETAIL DEMAND 


Dealers are buying cautiously, but 
often, and as their needs justify. Stocks 
are low and buying is confined mostly 
to current needs, while future orders 
for winter lines and holiday goods are 
being booked in rather limited numbers. 
Increasing interest, however, is being 
manifested in most lines of fall and 
winter merchandise and shipments in- 
dicate a fair increasing movement on 
stoves, ranges, stovepipe, coal hods, 
stove boards, roofing, fencing, ammuni- 
tion and guns. 


PRICE SITUATION 


Fewer price revisions of impor- 
tance are being made now than was 
the case several months ago and it 
would appear that the downward trend 
of hardware commodities in general 





Cooler Weather Stimulates Demand; 
September Made Unfavorable Showing 


ing the working public have closed 
their doors, and a few communities are 
rather badly hit. 


MAJOR INDUSTRIES 


Steel production holds at about 25 
per cent of capacity, with a few com- 
panies maintaining a slightly better 
rate. No seasonal upturn is now ex- 
pected, although it is believed that 
seasonal influences will tend to check 
the downward trend in output at about 
25 to 30 per cent of capacity. Some 
expansion in coal and coke activity 
is expected to follow the coming of 
cold weather, although little change is 
noticeable at this time. Dealers in 
domestic coal and coke are well stocked 
to meet the early demands for fuel, 
and are not placing additional orders 
with producers. The glass industry is 
feeling the effects of reduced auto- 
mobile production, but some increase 
in demand from the building industry 
is noticeable as a result of the com- 
pletion of many projects before cold 
weather sets in. 


COLLECTIONS 


Bank closings have naturally affected 
credit conditions, and collections are 
slower in some localities. 


Demand Responds to Autumn Weather ; 
Consumer Buying Shows Improvement 


has about reached the bottom. Changes 
are being made from day to day by 
hardware wholesalers, but in most in- 
stances revisions usually involve small 
reductions on one or two items and 
advances on an equal number of others. 
Consequently these few unimportant 
changes would indicate no decided 
price trend in either direction. 

A few prices on items of interest to 
dealers in this territory are quoted as 
follows: Nails, $2.50 per keg base; 
staples, 114 in., polished, $3.75 per 
keg; cotton rope, l6c. to 22c. per 
pound; galvanized roofing, $2.50 per 
square; cattle barb wire, $2.75 per roll; 
hog barb wire, $3 per roll; syrup cans. 
Y gal., $6.50; syrup cans, 1 gal., $9; 
syrup evaporators, galvanized, $1.08 ea. 


COLLECTIONS 


Collections, while probably no worse 
than they have been, are still far from 
being good, and with the present cotton 
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situation in the South very little im- 
provement could be expected in the 
near future. 


CONSTRUCTION 


Construction contracts in this terri- 
tory totaled $6,908,800 during the first 
half of September, according to F. W. 
Dodge Corporation. This figure formed 
a favorable comparison with the 
$6,982,800 given as the total for the 
similar period of 1930 and with the 
August total which was $8,394,800. 


NEW YORK 


New York, Oct. 6. 

N the final analysis of September 
| wholesale hardware sales in the 

metropolitan area, local jobbers 
appear to have fared better than they 
anticipated earlier in the month. The 
majority report totals for the month 
which reflect a disparity that can be 
largely attributed to price depreciation, 
as the dollar value of the goods sold 
was approximately 10 to 15 per cent 
less than for the same month last year. 
This would indicate that about the 
same quantity of merchandise was sold. 
A change in weather during the last 
few days of the month acted as a 
needed stimulant to the consumer de- 
mand for seasonal goods, which are 
currently moving in moderately active 
fashion. As the season advances, the 
demand is expected to show further im- 
provement, making the outlook for Oc- 
tober somewhat brighter. 


BETTER TIMES AHEAD 


Although no marked improvement is 
anticipated in general business, the 
opinion is becoming more general that 
things have recently shaped themselves 
into the proper form that gradual 
progress toward recovery now seems 
more probable than heretofore. Con- 
fidence is replacing the attitude of ex- 
treme caution. Many persons who have 
closely studied the present situation 
are now freely expressing the belief 
that a rising swing in prices will be- 
gin before long and that such a devel- 
opment will bring with it an improve- 
ment in business. 


AUGUST WHOLESALE SALES 


The Oct. 1 review of credit and busi- 
ness conditions issued by the Federal 
Reserve Bank of New York in report- 
ing wholesale trade for the month of 
August states that the decline in sales 
shown by the returns received from 
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Non-residential building led among the 
three major construction classes. Im- 
portant city totals in this area during 
the month were Charlotte with $171,- 
000 in new construction contracts, At- 
lanta with $494,300, Miami with $280,- 
000 and Nashville with $302,200. Re- 
cent paving and bridge awards made 
by the Georgia State highway board 
should lend considerable aid to unem- 
ployment and business conditions in 
sections included in the paving pro- 
gram. Highway and bridge contracts 





local wholesale houses averaged 22 per 
cent below the same month in 1930, 
thus reflecting the largest decline for 
any like period since February. 

“Declines from a year ago exceed- 
ing 20 per cent were again reported 
in the sales of men’s clothing, cot- 
ton goods, paper, diamonds and jew- 
elry,” the review says in referring to 
wholesale trade in this district, “while 
decreases of 15 to 20 per cent occurred 
in the sales of groceries, shoes, hard- 
ware and stationery.” 


BUILDING SHOWS GAIN 


Building plans filed in New York 
City in August totaled $32,421,877, a 
major gain over both July, with $17,- 
014,727 in plans filed, and August of 
last year, when the volume was $28,- 
371,352, an S. W. Strauss & Co. survey 
shows. The greater city’s total volume 
represented almost 30 per cent of the 
building permits issued or .plans filed 
in 536 leading cities and towns of the 
United States. 


UNEMPLOYMENT OUTLOOK 


Estimating the number of unem- 
ployed in New York City at 750,000 or 
more, Lawson Purdy, a director of the 
Charity Organization Society, recently 
declared that the combined relief 
agencies of State, city and private en- 
terprises could not hope to cope with 
the need arising from unemployment 
this winter. Mr. Purdy said that the 
2,100,000 who are employed must be 
called upon to extend aid to those less 
fortunate. 


LEADS WHOLESALE TRADE 


Figures compiled by the Census Bu- 
reau disclose that New York leads all 
other States in wholesale sales amount- 
ing to $17,664,514,767, or 25.42 per 
cent of the total. 





amounting to $739,699.60 were awarded 
during the past week. 

The unemployment situation has 
shown no improvement and the ex- 
tremity of conditions locally and at 
other points in this section can be per- 
ceived by an appeal for support of the 
city’s program of relief presented by 
the Community Chest and the Emer- 
gency Relief Committee. Their appeal 
brings out that nearly 40,000 persons 
in Atlanta must be aided during the 
coming winter months. 


September Sales Exceeded Expectations ; 
Fall Merchandise Has Started to Move 


Illinois followed with $6,860,820,303, 
or 9.87 per cent; Pennsylvania, $4,761,- 
812,064, or 6.85 per cent; California, 
$4,159,323,157, or 5.99 per cent; Mis- 
souri, $3,361,561,643, or 4.84 per cent; 
Ohio, $3,094,444,580, or 4.45 per cent; 
Massachusetts, $3,087,684,593, or 4.44 
per cent; and Texas, $2,804,509,116, 
or 4.04 per cent. 


PRICE REVISIONS 


Based upon the fact that few im- 
portant price declines have been an- 
nounced recently, wholesale executives 
are inclined to think that most price 
adjustments have been made to a basis 
in keeping with general trends. Nail 
prices were recently advanced 20c. per 
keg and a base price of $2.20 f.o.b. 
Pittsburgh is now effective. Lots of 
25 kegs or more f.o.b. Pittsburgh are 
quoted at $2.15 base. Jobbers are 
quoting $2.60 base delivered at New 
York City freight depots. Carriage 
and machine bolts are freely offered at 
70 off list. Shovel prices are being 
well maintained at the higher level re- 
cently established: The inexpensive 
grade of No. 2 shovel, with wood D 
strapped handle is quoted at $10.90, 
and the socket handle type at $11.80. 
The price on Lufkin folding aluminum 
rule No. 1206 has been reduced ap- 
proximately 20 per cent. Sash cord in 
the No. 8 size is quoted as follows: 
Aetna, 21c.; Phoenix, 3044c.; and Sam- 
son, 50c. per lb. The No. 7 size is le. 
per lb. higher in all grades. The price 
on Moore’s ashcan trucks has been 
sharply reduced, with quotations of 
$16 per doz. now effective. Three new 
Big Ben electric alarm clocks are being 
offered with the prices to dealers es- 
tablished at $5.25, $6 and $7.50, and 
suggested retail prices of $8.75, $10 
and $12.50 respectively. 
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CINCINNATI 


(Cincinnati office of HARDWARE AGE) 
CINCINNATI, Oct. 6. 


ONTINUED warm weather has 

affected the district demand for 

most hardware articles, retarding 
particularly the movement of fall goods 
This same condition has spread also 
to the other merchandising fields, this 
month, and has postponed the antici- 
pated improvement at least another 
month. 


SEPTEMBER TRADE 


Purchases from jobbers during Sep- 
tember were slow. Seasonal items of 
fall interest have not been attracting 
noticeable attention in the trade. The 
buying, on the whole, has been at a 
very conservative pace, with’ dealers re- 
fusing to anticipate consumer trends. 


JOBBERS’ STOCKS 


Jobbers’ stocks, however, are in good 
shape. They are keeping their store 
rooms well supplied to satisfy most 


BOSTON 


( Boston office of HARDWARE AGE) 


Boston, Oct. 6. 


HINGS appear to be running 
along smoothly in the New Eng- 
land hardware trade. Business 
is not as brisk as it was during the 
early part of October in former years, 
nor could it be expected to be so. But 
it compares favorably with that of a 
year ago, which is much more than 
many other lines can boast. When one 
stops to consider all the adverse hap- 
penings each succeeding day the world 
over, and the showing made by New 
England wholesale hardware houses so 
far this year, the situation here is truly 
remarkable. 


PICKUP NOTED 


Saying that things appear to be run- 
ning along smoothly means that a sea- 
able pickup in retail buying is noted, 
and a situation remarkably free from 
financial troubles. There are to be 
sure, disturbing elements in the busi- 
ness situation of the country at large, 
developments that are being watched 
carefully by leaders in hardware dis- 
tribution because of the possibility of 
adverse influence on trade, but so far 
these elements have not vitally influ- 
enced New England collectively. 
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any call from district dealers. Of 
course, as a result of their complete 
inventories, jobbers have suffered from 
time to time by price revisions an- 
nounced by the manufacturers. 


RETAIL DEMAND 


Dealers demand has not shown much 
change. The consumers are buying 
carefully and without definite trend. 
Staple items are moving in a fair way, 
while seasonal goods for fall or winter 
are not attracting any great attention. 


GENERAL CONDITIONS 


Unemployment has not changed 
The figures have shown steady declines 
the last two months. While occasional 
improvement was shown in construc- 
tion employment, this was offset by 
decline in manufacturing employment 
and sometimes the statistics reflected 
the other way. 

Building activity has slackened with 
the approach of fall. Of course, major 





The movement of automobile goods 
also has been stimulated by lower tem- 
peratures, retail dealers evidently being 
reminded that stocks of such things 
should be replenished if sales are not 
to be lost this month. Anti-freezing 
fluids are selling especially well for this 
time of the year, and tire chain de- 
mands are evincing thé first signs of 


life. 
OTHER ACTIVE LINES 


Retail interest in such things as gar- 
age hardware is, and has been fairly 
broad the past fortnight. Hunting 
knives, compasses and various other 
items men going into the woods need 
have their place in the daily requisition 
for merchandise by retailers. 

Colleges and schools have started 
football practice, and as a result, there 
is a demand for footballs, prices for 
which are not very much different than 
those quoted a year ago. 

People are turning to the indoor pas- 
time of popping corn, because stores 
are being pressed for poppers, and 
the jobber, also, in turn. One popper, 
retailing for $1.50 each, and costing 
the retailer 33 1/3 per cent less, is the 
topliner in sales at the moment. 

The publicity given to California 


September 





Weather Retards Current Demand 


Disappointed Trade 


construction continues at a good pace 
with the erection of several big pro- 
jects, but small work has shown a 
decline. 

Anticipated improvements in the 
metal working industries have not been 
realized. Buyers continue to show re- 
luctance toward anticipating demand 
and business remains at hand to mouth 
proportions: 

The pig iron market is characterized 
by continued steadiness of southern 
iron prices and the uncertainty of 
northern quotations. 

Finished sheets have increased 
slightly in demand, but orders are still 
hovering near the 40 per cent mark. 

Machine tools continue to move very 
slowly. Occasional orders for single 
tools are received, but not in sufficient 
quantity to make production about 30 
per cent worth while. 

The local credit situation is still un- 
satisfactory, as money is not circulat- 
ing freely. 


Business Runs Along Smoothly; 
Seasonable Pickup Is Apparent 


wine bricks has helped the sale of kegs. 
Broken windows are being replaced in 
anticipation of cold weather, and leaky 
roofs repaired, so all kinds of roofing 
and window glass have their market. 
Falling foliage requires wood lawn 
rakes; and rubbish burners are a 
necessary adjunct in disposing of 
leaves, etc. 

People are buying lunch boxes for 
the school children and there is a small 
yet steady call for roller skates. Cer- 
tain retailers are placing orders for ice 
skates on the strength of reports by 
weather sharps that we will have a long 
and cold winter. 


PRICE SITUATION 


Of the few price changes announced 
the past week, a drop of about 20 per 
cent in humidifiers is by far the most 
important. The No. 718 humidifier 
now costs the retailer $2.50 each, list; 
No. 730, $3.25; No. 9024, $3.24; and 
No. 9036, $4, less 33 1/3 per cent dis- 
count. Lawnmower’ manufacturers 
have issued 1932 prices. No change 
is noted in the cost of regular makes, 
but competitive styles are a little 
cheaper. Leading makers of silverware 
are discontinuing certain patterns and 
adding new ones. 
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CHAMPION OF 
CHAMPIONS 


S. M. CROTHERS 
200 x 200 


N most sports the professionals clearly outclass 
the amateurs. Occasionally we have a Bobby 
Jones but generally speaking the best golf pros. 
can consistently beat the best amateurs. It’s the 
same in baseball, boxing, track, and tennis. 


Trapshooting, however, affords an exception to 
this rule. Taking it year in and year out, the ama- 
teurs’ records are as good or better than the pro- 
fessionals’. Therefore, when it was decided to put 
on the first Open Championship ever held, during 
the Grand American Handicap at Vandalia, Ohio, 
it was no foregone conclusion that a professional 
would win it. 


The real tests at Vandalia were this Open Cham- 
pionship which brought together the top-notchers 
from both the amateur and professional ranks, and 
the Champion of Champions event contested by 
the winners of the various state championships. 

The Open was won by Clyde Mitchell, a Reming- 
ton Professional, with a score of 199 x 200 and 
50 straight in the shoot-off. S. M. Crothers cap- 





The Greatest Value Ever Offered— 


The Remington Standard American 
Dollar Pocket Knife 











Klean Up with Kleanbore 


The Outstanding Shooting 
of 1931 


CHAMPION 





CLYDE MITCHELL 
199 x 200 


tured the Champion of Champions contest with 
200 x 200. 


Mr. Mitchell used the new Model 31 Remington 
side-ejection repeating shotgun and Kleanbore Shur 
Shot Sheils. Mr. Crothers also relied on Kleanbore 
Shur Shot. Mr. Mitchell also won the Professional 
All Round Championship with 957 x 1000 and was 
high professional in the Grand American Handicap 


with 95 x 100 from 25 yards. 


Mr. Crothers tied for high on all 16-yard targets 
595 x 600 and was runner-up in the All Round 
Amateur Championship with 950 x 1000. 


The Remington 5-Man Squad equalled the World 
Squad Record, 497 x 500, using Remington pump 
guns and Kleanbore shells. 


The Remington Squad made a new World’s 
Squad Record on 3,00 targets, 2955 x 3000 for an 
average of 98.50%. 


Records like these help to explain the growing 
demand for Kleanbore—the green shells in the 
green boxes. Your jobber will supply you. Don’t 
submit to substitutions. 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition and Cutlery 


© 1931 R. A. Co. 


1931 
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Lewis & Bennett Protect Future 


(Continued from page 29) 


get stampeded when new items 
sell fast at the start. We feel our 
way along and seldom have a 
serious dead stock problem. Our 
sidewalk showcase, in front of 
the store gives us a great oppor- 
tunity to dispose of any lemons 
and also helps introduce new 
items. This features toys most 
of the time, as we do some toy 
business all year. Starting in 
September, in preparation for the 
holiday trade, we augment our 
toy displays and show them in 
the window more frequently. 
“Our best all-year items are 
airplanes at $1.25 to $2.75; 
Zeppelins at the same range; a 
small pool table game at $1.25; 
juvenile furniture from $10 up; 
juvenile kitchen equipment from 
50 cents to $1, and playground 
equipment from $6 up. 
“Speaking about kids playing 
with our merchandise reminds 
me of an experience a few months 


ago. A bunch of boys came in 
and started pawing around one 
of our toy tables. If we are not 
busy we don’t mind a few well- 
behaved youngsters hanging 
around. We like the idea of 
them starting to come in our 
store. But these particular boys 
looked troublesome to me, so I 
went over toward them, half ex- 
pecting trouble. I spoke to them 
gently and said we we busy and 
suggested that they come back 
some other time. After a little 
snickering and delaying they 
went out. The next day the 
leader of the group came in with 
his parents and I sold them a 
juvenile auto at $17.50. I was 
a bit surprised, as the youngsters 
looked as though they came from 
very poor families. 

“That’s a strange thing about 
toys and sport goods. Parents 
will buy toys when they have 
little money for the necessities of 





How Toepperwein Sells Guns 


(Continued from page 27) 


ducing sportsmen to think of us 
when they think of guns and 
ammuniion. 

“By operating along these lines 
we have no worry in regard to 
chain-store and mail-order com- 
petition. Men who start patron- 
izing a store because they know 
they can secure reliable service 
and advice regarding guns and 
ammunition do not worry a great 
deal about price—so long as they 
can always find what they want 
here.” 

The company carries compara- 
tively few popular-priced guns 
and practically no ammunition 
that is sold primarily on a price 
appeal. 

The firm sells guns on de- 


58 


ferred payments and finds that 
this is a factor in building this 
type of business. Thé usual cash 
payment is 25 per cent of the 
total cost of the gun. The bal- 
ance is paid out in not more 
than six months—usually four. 
A charge of 10 per cent is added 
to the unpaid balance after the 
cash payment has been made. 
The company handles its own 
paper and finds that this method 
of selling produces an extra 
profit that sometimes amounts to 
as great a percentage of net as 
is realized from the sale of the 
gun itself. 

“Of course every hardware 
store desirous of pushing guns 
and ammunition more cannot 





life. All parents want their chil- 
dren to have happy childhood 
days. They take pretty good 
care of themselves too, when it 
comes to buying sporting goods, 
particularly fishing and hunting 
equipment. We have had a good 
fishing trade and are expecting 
an active hunting season, judg- 
ing by the early inquiries about 
guns and ammunition. 

“It’s an important thing to 
carry quality lines of toys. Peo- 
ple go to a racket store and buy 
things at 10 cents and don’t ex- 
pect much. No matter what price 
they pay us, they do expect ser- 
vice and would complain if the 
same cheap articles were bought 
here. That’s why we prefer to 
sell the better grades. We make 
more money that way too.” 

There’s a lot of good mer- 
chandising sense in what both 
Mr. Lewis and Mr. Davis say. 
They are protecting their future 
business, using toys and sporting 
goods as opening wedges to keep 
customers coming into the Lewis 
& Bennett store. 


have an expert marksman to at- 
tract trade,” Mr. Dibrell says, 
“but every store that expects to 
make money with this line can 
have a man who likes guns and 
can learn a lot about them if he 
will try. 

“Men buy guns and ammu- 
nition either because the price is 
right or because they appreciate 
the knowledge and interest of 
the man who sells to them. The 
latter offers the real opportunity 
for the average hardware store, 
and this should be pushed to the 
utmost. By appealing for busi- 
ness on this basis, the hardware 
store gets away from the price 
group and draws a type of cus- 
tomer who will stick regardless 
of mail-order and chain-store 
price inducements. Leastwise 
that has been our experience.” 
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Now in the Mail? 


Your copy of the U. S. Poultry Fence Book for 1932 is in the 
mail. Watth for it! It tells you why U. S. Poultry Fence, the 
modern straight-line netting, is first choice of poultry raisers every- 
where; why today it is the fastest-selling netting on the market. 
It tells you how you can reduce inventory, speed up turnover, 
increase sales and profits, build permanent and profitable repeat 
business— by stocking and selling this popular line exclusively. 


U. S&S. Poultry Fence Features 


Designed like farm fence 
Parallel line wires 
Stretches straight and true 
No top rail---no baseboard 
Line Easier to handle and cut 
Rolls out flat like carpet 
Rigid enough to stand alone 





*——— UNIFORM SPACING ——— 





INTERLOCKED 
NON-SLIP JOINT 





Costs no more 


Be sure to insist upon the original U.S. Poultry Fence—the 
nationally advertised netting, sold only through the regular whole- 
sale and retail trade! Ask your jobber or write us! 


Indiana Steel & Wire Co. 


Muneie, Indiana 


Makers also of 
IMPERIAL FENCE 


Farm, Poultry and Lawn Fence, 
Trellis, Flower Border, 
Steel Posts, Gates. 


or 


aCe, <r OT 
“The Netting That Stands WAlone "’ 


a re ein 
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GRIFFIN HINGES 
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Size of Butt — 33g x 3s In. 


No. 220 


JN lovely homes 


where details mean so much 
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FANCIERS 


are found--because they com- 






bine sturdy, practical quality 
with precise uniformity and 


superior finish. 


ERIE, PENNSYLVANIA 








Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 PurCcHASE Sr. 
CHICAGO: 162 N. CLINTON Sr. SAN FRANCISCO: 703 Marker Sr. 
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In 1932 ..- 


you can point to 
these 2 Mowers 





AUTOMATIC 




















and say to 
your customers 


“Now you can buy high-quality lawn mowers with 
automatically adjusted, ground ball-bearings at prices 
only slightly higher than the lowest-priced mowers. 
Furthermore, they bear that well-known mark of ser- 
vice—the green Blair label on the handle.” 


Every Thursday night throughout the year Blair lawn 
mowers are advertised over the radio. Listeners are 
told about the mechanical advantages of the Automatic, 
Universal, Pilgrim, Hercules and other Blair models. 


The Blair line is complete, and includes models with 


which to meet price competition. Write for quotations 
and circular of the 1932 line. 


BLAIR MANUFACTURING COMPANY 
Established 1879 
Springfield, Massachusetts 


BLAIR Drawcut 
LAWN MOWERS 








Machine Gun 
Bubble Blower 


The Machine Gun 
Bubble Blower, made 
by the Dier - Thomas 
Corp., 564 W. Ran- 
dolph Street, Chicago, 
Ill., shoots a stream of 
bubbles in rapid suc- 
cession. Blower comes 
complete with cube of 
soap, detachable rub- 
ber mouthpiece and full directions. Suggested retail selling 
price is 10c. to 15c. Dealer cost is $10.08 per gross, packed 
either in display or individual boxes. One window display 
card is shipped with each gross. 








Dim-a-lite Lamp Tester 

This Dim-a-lite lamp tester serves as a lamp display, lamp 
tester and Dim-a-lite demonstrator. It is equipped with four 
slip sockets to display 25, 40, 50 and 60 watt lamps. Tester 
is also equipped with No. 23 Dim-a-lite with slip socket wired 
for lamp testing and Dim-a-lite demonstration. In the front 





is a space for literature, while packaged stock is stored in 
back. The tester is furnished free to Dim-a-lite dealers as 
part of a complete merchandising unit. Wirt Co., 5221 
Greene Street, Philadelphia, Pa., is the maker. 


Remington Model 30 
Express Rifle 

Of interest to big game hunters is the Remington Bolt 
Action Express Rifle, now chambered for the 7 m/m cartridge, 
one of the most popular calibres for shooting deer, bear and 
other species of big game. Especially developed for this 





rifle are the new Remington Kleanbore 7 m/m cartridges in 
Express and Hi-Sped types. These new Kleanbore cartridges 
are said to be vastly superior to the old style soft points 
because they possess more power, greater speed, finer accu- 


Remington, 


7m MAUSER 


IOM 





KLEANBORE 


racy, flatter trajectory, improved mushrooming and greater 
penetration. They are adapted to all sporting rifles cham- 
bered for the 7 m/m Mauser cartridge. Remington Arms 
Co., Inc., New York City, is the maker. 


HARDWARE AGE 














-50 years on a DOOR 


good for 50 years more 











TBE 
Notabene 


The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinges—truly an astounding record. 


These Historic Hinges can be seen at our factory 


TRADE /BOMMER, MARK 


Milliens and Millions of Peeple 
are Pushing Bommer Spring Hinges 
when opening doors 


Factory at Brooklyn, N. Y. 

















Your trade can use 
to advantage the 
heavier grades _ of 
Hexagonal Poultry 
Netting as. well as 
standard sizes used 
commonly as_ poul- 


' try fencing. 


Brand is 
made as heavy as 
No. 14 Wire—1)4” 
. mesh. 


Superior 


At Your Jobber 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 


SUPERIOR 
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No Special Grip is 
Needed on the New 
Improved 


UsHco LAWSON 
WRENCH... 4 







... Lhe 
Wrench With 
the Angle Handle 


NO Sir! You don’t need any special grip on this 
wrench. The handle is shaped RIGHT—it fits the 
palm of your hand. But this is only one of the def- 
inite reasons why the mechanic and householder 
prefer the USHCO Lawson. 


This wrench is different—it does the job where 
other wrenches fall down. Hard-to-get-at pipes that 
lie parallel to a wall, floor or ceiling hold no horrors 
for the USHCO Lawson. Its angle handle lets it slip 
by obstacles, clamp onto the pipe you are after - 
and do the job right. Just one tough job will pay 
for this wrench—and that’s why Mr. Householder 
and Mr. Mechanic are buying it. 

It is simple in construction—only 5 parts. It is 
faster and easier to use—you can work it with one 
hand. Its jaws grip powerfully—but will not mutil- 
ate the pipe. 

You'll sell the USHCO Lawson Wrenches Mr. 
Dealer: We are aggressively advertising them to 
the trade and each wrench is packaged in a bril- 
liantly colored container. The wrench is drop- 
forged from special alloy steel... it will last the user 
a lifetime. Sizes: 8”, 10”, 14”, 18” and 24”. 

Get the details and specifications on these USHCO 
Lawson Wrenches now. 


U.S. HAME COMPANY 
BUFFALO,N.Y. 


U. S. HAME COMPANY 


130 Queens Drive, Weston, Toronto 15, Ont. 
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EETS every garden hose need. 7 stand- 

ard nationally known brands of plied 

and moulded hose. Each 
brand a leader in its own 
price field. A complete 
line that gives you a hose 
for every purpose at.a 
price for every purse. 























1 NU mm 








WHY WATERPROOFING IS SO 
ES S IMPORTANT 













The ropes illustrated were all soaked 
in water for 48 hours. Taken from the 
water, they easily proved their relative 
flexibility os shown, Columbian being 
the most flexible, by for. Columbian 
waterproofing renders it the easiest rope 
to handle, wet or dry. Insist upon 
Columbian. 


COLUMBIAN ROPE COMPANY 
Auburn, “The Cordage City,” N. Y. 


COLUMBIAN Tape-Marked PURE MANILA ROPE 





SERVICE QUALITY 
ACCURACY 


Buffalo Bolts . . . the reliable 
bolts that have served indus- 
try for three generations are 
available in attractive cartons 
with easy-to-read labels. 


BUFFALO BOLT CO. 
North Tonawanda New York 
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Hankscraft Egg 
Service Set 


This improved 
Hankscraft egg ser- 
vice set lists at $7.50. 
In addition to fea- 
tures of previously 
offered models, it has 
a poaching dish. Dish 
fits in the cooker. 
Dome of the new model is chromium plated. Folders, news- 
paper mats, display material, counter and window cards are 
offered free of cost to dealers for tying up with national 
campaign. The Hankscraft Co., Madison, Wis., is the maker, 








Eggster and 
Milkster 

The electrical appliance division of The National Telephone 
Supply Co., 5100 Superior Ave., Cleveland, Ohio, offers the 
automatic electrical egg cooker or Eggster and automatic 
electric baby bottle warmer known as the Milkster. The 
Eggster enables the user to cook eggs at the table. Eggs are 


| steamed in this appliance instead of boiled, making them 





more tasty. Automatic control on Milkster prevents over- 
heating of the milk. Suggested retail selling price of the 
Eggster is $2.50. Milkster measures 434 in. x 4 in., while the 
Eggster is 5 13/16 in. x 534 in. Wattage of both appliances 
is 400, while voltage is 110 a.c. 


The Sylvania 
Emergency Kit 


The Sylvania 
Emergency Kit, put 
out by Sylvania Divi- 
sion, Hygrade Syl- 
vania Corp., Em- 
porium, Pa., is in- 
tended to give the 
dealer an opportunity 
to increase his unit 
sales of radio tubes 
from one to four, 
through the applica- 
tion of the emergency 
supply idea. One 
tube of each type 
used in the customer’s receiver is packed in a special carton, 
with complete instructions for replacing tubes when trouble 
develops. Six different kits provide equipment for prac- 
tically all standard makes and models of receivers, making 
it unnecessary for the dealer to carry a large inventory in 
order to supply the kits to his customers. Regular list prices 
apply to the purchase of tubes for the kits. No additional 
charge is made for special packing in the kit carton. Dummy 
cartons, window streamers, counter cards and envelope stuf- 
fers are supplied to the dealer, free of charge. 
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Riz Dry Lubricant 


Riz is a penetrating lubricant which is 
said to dry almost immediately after its 
application. Shaler Co., Milwaukee and 
Waupun, Wis., makes this product, which 
is a clear, white liquid. The maker states 
that it evaporates while the user watches 
it, leaving a clean, wax-like surface which 
lubricates and prevents rust, but does not 
drip or smudge. It is recommended for 
use in the home, office, and on exposed 
places on the car. The maker states that 
it is non-soiling, even to clothes and up- 
holstery. Riz is put up in nozzled one- 
pint cans for service station and garage 
use. Twelve cans are packed to the case. 
Handy 3-oz. cans, listing at 75c., are avail- 
able for home and office use. 





Red Flag Radio 
Time Switeh Clock 


The New Haven Clock Co., 
New Haven, Conn., offers the 
New Haven Red Flag radio 
time switch with Westing- 
house self-starting, slow speed 
motor. It is a combined clock 
and time switch, which will 
automatically turn the radio 
set on or off at any predeter- 
mined time. Motor is of sub- 
synchronous slow-speed type. When red flag lever is in a 
neutral position and not visible from the front, the radio is 
operated in the regular manner. To use automatic control red 
flag lever is moved to the right. When flag lever is turned to 
automatic control position radio is turned automatically at 
twelve-hour intervals without further attention. List price is 
$12.50, while dealer discount is 40 per cent. 








Haag Model 77 Washer 


Haag Bros. Co., Peoria, 
Ill., makes the Model 77 
washer, to sell for a suggested 
retail price of less than $80. 
Wringer is of heavy pressed 
steel with 214-in. balloon rolls 
of best grade gray rubber, 
with positive and quick safety 
release. Wringer head is cast 
iron, while wringer locking 
device has pull-button control. 
Lid is of heavy pressed steel, 
galvanized to resist rust and 
then painted. Tub is fully 
21% in. in diameter, while 
agitator is of cast aluminum 
with three scientifically de- 
signed vanes. Gear case is all 
enclosed, permitting gears to 
run in a constant circulating 
oil bath. Legs are of heavy 
pressed steel, securely bolted to gear case at base of tub with 
heavy bar construction rigidly tying the legs together. Motor 
is 14 hp., General Electric. Tub is of coral, the balance of 
the washer being finished in rich, deep blue. It is also avail- 
able with 4-cycle Briggs & Stratton gas engine, for homes 
without electricity. 
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Seven sizes: 


6” 
BEMIS & CALL CO., Springfield, Mass. 





The Champion “Heavy Work” Wrench 


The Coes All-Steel Wrench has the reserve 
quired for those extra heavy jobs that “knock out” 
wrenches that lack the Coes stamina. 
to 21”. 


strength re- 


And the Coes sells. 
Ask your jobber. 














DROP FORGED 


TOOLS 


Diamond Tools 
are made in var- 
ious styles and fin- 
ishes to suit the 


requirements of 
your customers. 
All are guaran- 


teed. Drop forged 
from high grade 
tool steel. Hold 
under _ severest 
strains. 

Write for more 
detailed informa- 


tion, 


DIAMOND CALK 


HORSESHOE CO 
4622 Grand re. 
DULUTH, MINN. 




















NET-WICK 


Poultry Fence Never Sags 


Our new combination of mesh and gauge 


wire 


is reinforced so 


securely that no 


rail support is needed at top or bottom 


to prevent sagging. 


Both Horizontal and 


Perpendicular wires are FULL GAUGE 
and made from best Open Hearth Steel. 


We control every operation. 
before or after weaving. 


Galvanized 
Your jobber will 


supply you. 














WH 











OSCAR BROCKMAN CO. — 


the Demand for Brockman’s? 
BECAUSE they have the same 
thickness all the way to the 
edge necessary for the proper balance and support 


to the shoe and 
where most soles 
wear out first— 


and Then They 
Stick Quicker 
and 
Wear Longer. 


Louisville, Ky. 
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] | Convention Calendar 
Reels | AMERICAN AssocIATION oF Master LocksMiTHs, Fourth 


| Annual Convention, Hotel Stevens, Chicago, Ill., Nov. 2, 

| 1931. J. Y. Goltz, secretary Chicago Chapter, 2539 Mil- 

| waukee Avenue, Chicago, IIl.; Walter S. Orrell, secretary 
Grand Lodge, 206 Pearl Street, New York City. 









AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 

_ Convention, New Palmer House, Chicago, IIl., Oct. 19, 

E 20, 21, 22, 1931. Charles F. Rockwell, secretary-treasurer, 
y es | 342 Madison Avenue, New York City. 

The A. F. Meisselbach ahs 4 Iowa RetaiL HARDWARE ASSOCIATION CONVENTION AND 

Division of Bull’s-Eye “SPECIAL” EXHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 


The General Industries Co. 3136 Taylor St., Elyria, Ohio | vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines, Coliseum, Philip R. 


Jacobson, secretary, lowa Hardware Building, Mason City. 
A WISE SELECTION | 
Ittinois RetarL HARDWARE ASSOCIATION CONVENTION 


HERCO | aND Exuisit. Headquarters and meetings, Hotel Sherman, 
For Long Range Loads Chicago, Jan. 12, 13, 14 and 15, 1932. Exhibit at Mer- 


chandise Mart, Jan. 11 to 16. Paul M. Mulliken, manag- 
HERCULES ing-director, 1141 Merchandise Mart, Chicago, III. 








and 
INFALLIBLE Kentucky HarpwarE & IMPLEMENT ASSOCIATION Con- 
. VENTION AND EXHIBITION, Seelbach Hotel, Louisville, Jan. 
For Trap and Field Loads | 19, 20, 21, 1932. J. M. Stone, secretary-treasurer, Room 


9, Seelbach Hotel, Louisville. 


Each has specific advantages of interest to shooters. 
HERCULES POWDER,COMPANY Micuican Retar. Harpware AssociaTIon CONVENTION 
910 King S * Wikuin | anD ExuiBiTion, Detroit; Feb. 2;-3, 4, 5, 1932. Harold 

ae a, enn, Earnie | Bervig, secretary, Marine City. 











Minnesota RetTarL HARDWARE ASSOCIATION CONVEN- 
tion, New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. 


Consistently Pp rofitable | Chas. H. Casey, manager-treasurer, 2344 Nicollet Ave., - 


Minneapolis. 





BS The Brown & Sharpe policy is to add new 


. . Missourrt RetatL HARDWARE ASSOCIATION CONVENTION 
tools to keep pace with the changing de- 


AND ExuisiTion, New Hotel Jefferson, St. Louis, Feb. 16, 
17, 18, 1932. F. X. Becherer, secretary, 5106 North Broad- 
way, St. Louis. 


mands of skilled mechanics. As a Brown & 
Sharpe Dealer you are able to secure a consis- 

NaTionAL HarpwareE AssocIATION CONVENTION, New 
Palmer House, Chicago, IIl., Oct. 19, 20, 21, 22, 1931. 
George, A. Fernley, secretary-treasurer, 505 Arch St., 
| Philadelphia, Pa. 


Brown & Sharpe Tools | New Encianp Retait Harpware DEALers ASSOCIATION 


World’s Standard of Accuracy” CONVENTION AND ExuisiTion, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George~ A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 


tently profitable business from this important 


class of customers. Brown & Sharpe Mfg. Co., 
Providence, R. I. 





The s hike § New York State Rerat. Harpware Association Con- 
1€ SYMDOL OF VENTION AND ExposiTIoNn, Feb. 2, 3, 4, 5, 1932. Exposition 


q uality in chain 


will be held at Madison Square Garden; headquarters, 
Hotel Edison, Forty-seventh Street, west of Broadway. 
J. B. Foley, secretary, manager, 510 Hills Bldg., Syracuse. 
There is an ACCO Chain for every 


industrial, farm and home purpose— 
in bulk or made into specialties. NortH Dakota RetatL HARDWARE ASSOCIATION Con- 


Concentrate on this profitable 

quality line. | Made by the world's VENTION AND EXHIBITION, Fargo, Feb. 10, 11, 12, 1932. 
an 

weldiess chain. C. N. Barnes, secretary, Grand Forks. 


ree CHAIN CO., Ine. 
i % > 
dgepert, Conn Onto HARDWARE ASSOCIATION CONVENTION AND EXHI- 


Makers of the Famous Weed Tire 
Chains BITION, Columbus, Ohio, Feb. 16, 17, 18, 19, 1932. Head- 
quarters and meetings at the Deshler-Wallick Hotel. Ex- 
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-hibit will be held on the main floor of the New Audi- 
torium. James B. Carson, secretary-manager, 708 Winters 
Bank Bldg., Dayton. 

‘ PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- 
SOCIATION, INc., CONVENTION, Philadelphia Commercial 
Museum, Philadelphia, Feb. 9, 10, 11, 12, 1932. W. Glenn 
Pearce, Managing Director, Wesley Building, Philadel- 
phia. 

Souta Dakota RetarL HarpwareE Association Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis. 

WESTERN RETAIL IMPLEMENT AND HARDWARE ASSOCIA- 
TION CONVENTION AND HARDWARE SHow, Kansas City, 
Mo., Jan. 19, 20, 21, 1932. Headquarters, Hotel Balti- 
more. Convention sessions, Missouri Theatre; Hardware 
Show, Convention Hall. H. J. Hodge, secretary, Abilene, 
Kan. 





Spee-D-Q 
Juice Extractor 


The General Grinder 
Corp., Milwaukee, Wis., 
offers the Spee-D-Q citrus 
fruit juice extractor. It 
is made with satin finish 
nickel plated iron base 
and pure aluminum bowl, 
strainer and cast alumi- 
num rotor. The maker 
states that it extracts 25 
per cent more _ orange 
juice than other types of 
hand or mechanical juice extractors. 
ing price is $1.50. 





Suggested retail sell- 





Coleman Toast Oven and 100 Watt Iron 


Two appliances have been added to the household electric 
appliance line of The Coleman Lamp & Stove Co., Wichita, 
Kan. Automatic toast oven No. 2 has single lever which 





automatically operates both the timing device and current 


switch. Oven is equipped with sliding toast racks and re- | 


It operates on either D. C. or A. C., 
Voltage is 110-120. 
Net weight is 44% lb 


movable crumb trays. 
consuming 575 watts at 115 volts. 
Dimensions are 8 x 7144 x 9% in. 


| tender, 


| rath Enamel is a leader for ham 
| and other meats. White inside, 


| cover. Women sense instantly 








Suggested retail selling price is $16.50. The 1000 watt elec- | 


tric iron has automatic adjustable heat regulator. It has 
extra-smooth chromium surfaced button-beveled base, stabil- 
ized heel stand, easy grip handle and stream lined design. 
It operates on A. C., 60 cycle current only. Voltage range 
is 110-120. Dimensions are: 5 x 834 x 414 in. Suggested 
retail selling price is $9.75. Dealer costs are: No. 38 iron, 
$5.85, and No. 2 automatic toast oven, treasure chest design, 
$9.90. 
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‘In goes the 


BULLS EYE nti?x 


‘ 
SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Yate) 5 a OO) 20D, 


SAMSON SPOT, PHOENIX and SACHEM brands 


ried oRaatieteertackeldertriitamilaicse tecture i atrs 
‘'There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 








HAM 


And out comes the big, 
pink perfection. 


This Ham Boiler of Voll- 





its ease in cleaning. Smooth as 


china; and _ glass-hard. The 
Vollrath Co., Sheboygan, Wis- 


consin. 


Vollrath Ware 


white outside, white trivet, white 





Look for the name 
Vollrath in this form 
on the label. 


BU 


LLS EYE The Best Way to 
Sell Air Rifle Shot 


ON’T sell air rifle shot in bulk— 

it is too unhandy and wasteful. 
The most profitable way is to sell Bulls 
Eye Steel Shot, in the handy nickel 
tube, convenient for you and the cus- 
tomer. BULLS EYE Steel Shot now 
tecommended for us¢ by makers of leading air rifles. Order 
from your jobber, or for full particulars write 


DAISY MANUFACTURING CO., Plymouth, Michigan, U. S. A. 
Sole sales agents for American BallCo. Factory at Minneapolis, Minn. 


SHOT 











BIGGER VALUE Sel/s ovens 





Handle the Nesco line and sell 
more ovens. Here are features that 
mean more sales. Full tin lined 
—double walls, asbestos insulat- 
—heat indicator—air circulae 
tion—heat deflector—two locks. 
Specify **Nesco’’*to your jobber. 
NationaL ENAMELING AND 
Stampinc Company, Inc. 


13-12th St., Milwaukee, Wis. 


NESCO 
OVENS 


The Nationally 
Advertised Trade Mark 













CLASSIFIED OPPORTUNITIES 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not be addressed to box numbers. 





BUSINESS OPPORTUNITIES 


Set Solid, Mimimsum of Five Limes.......-ccccccccccccscsccces $3.00 
REGS TI Se os sr eacdbeeewn ee kek soee heave Sake ewes $5.00 
Four Consecutive Insertions, 10 Per Cent Discount 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 
Adverti from P pted free of charge; inserted in two 


consecutively weekly issues. Box number address may be used. All replies 
will be forwarded by us post paid. 








By Order of the Court of Common Pleas, for Frank- 
lin County, Ohio, in the matter of the Huntington 
National Bank—vs.—The Tallmadge Hardware Com- 
pany—No. 125,195. 


PUBLIC AUCTION 


Entire Stock of 


Hardware, Sporting Goods, Builders’ Hardware and 
Supplies, Tools, Electrical Goods, ete. 
of 
THE TALLMADGE HARDWARE COMPANY 


210 NORTH HIGH STREET, COLUMBUS, OHIO 


THURSDAY, OCTOBER 15th, 1931 


(Starting promptly at 10:00 A. M.) 
VALUE AT COST Approx. $65,000.00! 
SALE COMPRISES: Large stocks of: Builders’ Hard- 
ware and Supplies, including paints and painters’ equipment, 
locks, roofing material, rope, sash, bath fixtures, screen, hinges, 
ete. Tools—Including B. & 8. Starrett, Lufkin, etc., Machinists’ 
Tools, Micrometers, Gauges, Drills, Screw Drivers, Hammers, 
Hatchets, Masons’ Tools, Files, Gear and Milling Cutters, Saws, 
Electric Drills, Wood- working Machinery, Electric Motors, etc., etc. 
Sporting Goods, including Remington, Winchester and Marvin 
Shot Guns, Rifles, Ammunition, Fishing Tackle, Golf Bags and 
Balls, Tennis Equipment, etc., etc. Hardware and Mill 
Supplies, including Screws, Vises, Shelves, etc., Ladders, Cop- 
per and Brass Bars, Wire, Tubing, Gas Stoves, Bolt Cutters, Nails, 
Lanterns, Babbitt, etc. Household Goods, including Wash 
Tubs, Boards and Boilers; Garbage and Ash Cans; Pans, Skillets, 
Kettles, Pots, Brooms, Gas Heaters, Lawn Mowers, Garden Hose, 
ete., ete. Miscellaneous, including Percolators, Cutlery, 
Stoves, Clocks, Toasters, Irons, etc. Fixtures, including Cash 
Registers, Display Cases, Steel Shelving, Typewriters, Adding 
Machines, Desks, etc. 
METHOD OF SALE: Stock will be offered as a whole and 
in lots to suit the trade! 
INSPECTION: Premises open for inspection daily. 
Complete detailed auction catalog free upon request! 


RECEIVER: EDWARD E. JENKINS, 210 N. HIGH ST., 
COLUMBUS, =. 
ATTORNEY FOR RECEIVER: HERMAN R. TINGLEY, 
8 E. LONG S8T., COLUM! cs OHIO 


For any further information apply to: 


F. R. Shore—Official U. 8. Auctioneer 
Columbian Bldg., Columbus, Ohio—Ad-5852 

















FOR SALE: Hardware store and Lumber yard in live community best 
part of New Mexico, agreeable people and fine climate, business good. 
Store building and yard go with the business. Small house in good repair 
in connection also. Ideal living quarters for owner or manager. Inventory 
rig 2 $25,000.00. Address Box J-488, care of Harpware AGE, New 
York City. 


MAN AGE 31, experienced hardware all lines, wholesale and retail 
hardware store seven and one half years’, specializing mostly builders’ 
hardware but full knowledge of paint, tools, sporting goods and general 
hardware. Qualified blue print reader. Three years traveling central and 
midwest states for manufacturer builders’ hardware. Desire position with 
manufacturer, wholesale or retail sales store. Address Box J-491, care 
of Harpware AcE, New York City. 


CATALOGUE COMPILER AND SUPERVISOR—For several years 
with leading Hardware Catalogue Publisher, also have executive ability 
and experience in both buying and selling ends of Hardware and Mill 
Supplies. I am also considered an exceptional high class tool man. Can 
handle any combination position with Jobber,” manufacturer, or catalogue 
publisher. Address Box J-498, care of Harpware AGE, New York City. 


HARDWARE SALESMAN, 45 years old, who for the last twenty 
years has successfully represented two Hardware Jobbers in New York 
State territory, would like to make a connection with a good reliable 
Jobber or Manufacturer. Can furnish first class references from past 
employers. Moderate salary. New York State territory preferred. Ad- 
dress Box J-499, care of Harpware Ace, New York City. 


MAN with twelve years’ experience selling stoves and hardware desires 
to change from traveling position to retail store. 31 years of age, married, 
Seven years’ experience managing retail hardware store. Five years’ 
traveling for present employer selling nationally known line of stoves. 
References. Address Box J-494, care of HarpwarE AGE, New York City. 


I OFFER six years of German experience as hardware clerk, window 
dresser and sign printer. I want a similar position in American house. 
Will consider also office or stock room work in the hardware trade. I 
am 25 years old, six foot, single and three years in the U. S. A. Address 
Box J-493, care of Harpware Ace, New York City. 


SALESMAN, thirty-four, married, excellent mechanical background. 
Have covered the eastern section of United States selling hardware spe- 
cialties. Would like connection in Hardware or mechanical field. Ex- 
cellent reference. Address Box J-500, care.of Harpware AGE, New York 
City. 


HARDWARE and Housefurnishing man with following: Over ten 
years’ experience selling to hardware and housefurnishing trade, desires 
position as salesman in same line. Best of references. Address Box 
J-492, care of Harpware AcE, New York City. 























SALES REPRESENTATIVES WANTED 


Set Solid, Minimum of Five Limes.......cseeceesseeesseeess $3.00 
1-Inch Box Display..... ee Se eeecsece $5.00 
Four Consecutive Insertions, ‘lo ‘Per Cent Discount 


ESTABLISHED REPRESENTATIVE WANTED in each Metropolitan 
area having contact with major hardware dealers and large department 
store buyers. Our product builds up its own repeat business and can de- 
velop into a very attractive permanent income. Exclusive territory alloted 
to reliable representative. State fully your present set-up first letter. 
References required. Address Box 7438-A, care of Harpware AGE, 1507 
Otis Building, Chicago, IIl. 


LARGE Textile manufacturer wants sales representatives, agents or side 
line men to sell or handle complete line of Tarpaulins and nationally ad- 
vertised Furniture Pads. Salesmen, agents, local dealers, or distributors, 
now handling road building equipment, hardware, furniture supplies, 
truck supplies, contractor supplies, especially d@sired. This will make a 
profitable line for aggressive men. Address Box J-495, care of HARDWARE 
Ace, New York City. 











POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 
Advertisements from yed pted free of charge; inserted in two 
consecutively weekly issues. Box number address may be used. All replies 

will be forwarded by us post paid. 


AVAILABLE—CONTACT REPRESENTATIVE to carry out plans 
and — for the promotion of sales—To develop new channels for 
distribution—Practical merchandising experience. Successful sales record. 
Wide and intimate acquaintance in hardware field. Traveled extensively 
over the entire United States. Desire connection only with manufacturer. 
eg secondary to proposition offering stability and future. Address 

“y 3 490, care of Harpware Ace, New York City. 


"EKPEMENCED HARDWARE MAN, forty-two years of age, single, 
sober and a Twenty years’ experience in wholesale and retail 
hardware b , buyer and salesman. Want a position of 
responsibility and ae with some reliable firm. Can furnish good refer- 
ences. Moderate salary. Middle West or South preferred. Address Box 
J-462, care of Harpware Acz, New York City. 

COMPETENT HARDWARE MAN, 40 years of age, married, with 
seventeen years’ experience in selling and purchasing general wholesale 
hardware lines, desires connection with reputable house. Consider any 
location. Salary can be agreed upon, Address Box J-470, care of Harp- 
ware Acz, New York City. 

HARDWARE MAN desires change, 17 years’ retail experience in 
general hardware store management, shelf and builders’ hardware, tools, 
eo and cutlery. Single, thirty-four years of age, excellent references. 

ry secondary to opportunity. Address Box J-464, care of HarpWaRE 
Acz, New York City. 

THOROUGH HARDWARE SALESMAN, 20 years’ experience on 
Philadelphia Trade would like 2 or 3 manufacturers’ accounts on a com- 
mission basis for Philadelphia and vicinity. Accounts would receive very 
close attention. Good Reference. Address Box J-487, care of Harpwars 
Ace, New York City. 
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SALESMAN WANTED:—Largest United States distributor Rope, 
Binder Twine, Sash Cord, wants Sales Representative or side-line salesman 
selling Jobbers, large retailers, etc. Several exclusive territories open. 
Liberal commission, large volume, permanent connection for man who 
can produce. Give complete information present and past connections, 
territory covered, references. Address Box J-484, care of HARpDwWaRE AGE, 
New York City. 

SALESMEN WANTED calling on the hardware trade to carry as a 
side line’on a liberal commission basis, a new steel rule. This article is 
better made and lower priced than any on the market. Exclusive terri- 
tories open throughout the United States. Reply stating lines now carried 
and territory. KIRSH BROTHERS, 167 Madison Avenue, New York 
City. 

KOPE SALESMAN WANTED. 100 per cent pure Manila rope, 14c. 
lb. basis. Fast selling side line, five per cent commission. United Fibre 
Company, 82 South Street, New York City. 


SALES ACCOUNTS WANTED 
Set Solid, Minimum of Five Limes..........eceececeeeeees++ 83.00 
l-Inch Box Display.......-.2++seeeee88 poeeee ove $5.00 
Four Consecutive Insertions, of ‘Box ‘Dispiaye—10 Per Cent Discount 

















Wanted—Manufacturers Items for Toy, Hardware and 


Housefurnishings Trade 

We maintain one of the finest permanent Showrooms and Sales Offices in 
the Fifth Avenue Building, 200 Fifth Avenue, New York, and are in a 
position to market for you any product you manufacture that has real sales 
appeal and retails under $5.00. We are not interested in items that have 
not proven of genuine sales value. Our clientele comprises of over 5,000 
LIVE BUYERS for Jobbers, Department Stores, Chain Stores and Drug 
stores outlets. Contact with us will prove to your advantage. Address 
Box J-497, HARDWARE AGE. 











HARDWARE AGE 
































INDEX TO ADVERTISERS 

















THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every 
No allowance will be made for errors or failure to insert. 


care will be taken to index correctly. 




















A Duluth Show Case Co.......... — | Kimball Bros. Co............+- — | Remington Cash Register Co., 
: a ? : Du Pont de Nemours & Co., E. I. — | Klein & Sons, M.............. — TGs. ducaenavsenccs ended nase ae 
A. & J. Kitchen Tool Co....... —« 1 Daretie Prouuct® Co... ...20.. - Knapp-Monarch Co. ..........- - Reynolds Wire Co............. — 
Acme Shear Co......-......... — | Durable Toy & Novelty Co..... 14 Rich Pump & Ladder Co....... 
Allith-Prouty Co. .........++5: = Richards-Wilcox Mfg. Co....... 
American Chain Co. .......... 64 PRESS SR TR eas en res ae 
American Fork & Hoe Co....... —_ E L Robertshaw Thermostat Co...... 
American Gas Machine Co...... = Robinson, Edward E........... 
Amerwen Bing Co: .62......5- see’ 1 MOE WRMIEEE ACOs 0.0%6'e-m0 0 2155010 — | Lamson & Rensinwe. & ee eteceee = | Ruby Chemical Co.........0.0+ 
American Saw & ee 2 pe ae oo eee — Landers, Frary & Clark........ Russell, Burdsall & Ward Bolt & 
American Screw Co. .......... — ae Tom @& Mie: £o....664 — | Laub Products ...........+.--- Ki WRN ois os oo a 
American Sheet & Tin Plate Co. — | Edison Lamp Works........... — | Leipzig Trade Fair, Inc........ =~ | Russell & Erwin Mfg. Co...... 
American Stainless Steel Co.. Se go — Lionel Corp. .....-++--+s+ee-s 70 | Russia Cement Co.............- — 
American Steel & Wire Co.. mee EO Nee — | Lufkin Rule Co...............- == 
American Window Glass Co..... — | Electric Cutlery Co............ — 
— Baldwin-Wyoming Shovel Empire Level Mfg. Co......... — 
Panta Wale Signa tiea eles .< 57 06'5?s — | Enterprise Iron and Wire Fence M s 
Ames, cag 3 ae, ie -- 7 eae rsmans-8 76% 204+ >> - Sabin Machine Co 
nti-Borax Compound Co....... — stwing g See 1 ey pL oo 2 ae ee ee zs remnants” - PR, — dl Clete FE 
Se! ere — | Eversharp Shear Co;........... — > sta Msg Peon ae Samson Cordage Works........ 65 
Armstrong Bros. Tool Co....... Be i Se rere — | Marvel Rack Mfg. Co......... __ | Sandvik Saw & Tool Corp..... 
— Hart & Hegeman Electric Ma Lock Co... cseeieseeees 13 | Sangamo Electric Co.......-.. 
Master Sapolin Co., Inc 
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Get Ready for the Fall Demand 
for LEATHER! 
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ee 


Lion Brand Guaranteed Strips 
are put up in packages as illustrated 





Retail price marked on each strip, totaling 
$5.50 per package 

Cut from high grade Oak tanned leather. Assorted 
weights and lengths in each package. Carefully selected 
and priced by experts according to quality and weight, 
thus giving consumer benefit of expert judgment. 
Retail prices of strips range from 25c. to $1.00. 
No left-overs. Every Strip will sell at full price. 
LION STRIPS may be used as refills for “LION” 
Cabinets or for sale on your counters independent of 
Cabinet. Your jobber can supply you at $3.75 per 
package. 


WILDER & COMPANY 


Manufacturers Since 1877 


1038 Crosby St., Chicago 











Spring Hinges of Quality 


=~-( CHICAGO) 
SPRING HINGES 
There Is No Substitute for Quality 


That is why the Chicago 
Spring Hinge Company, 
by correct design, quality 
of materials used and 
workmanship, aims to 
make “Triplex” Lavatory 
Door Spring Hinges the 
best on the market. 


® 
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For the same _ reason 
Owners, Architects and 
Contractors, who strive 
to build with credit to 

: their name or profession, 

ss select Chicago Spring 
Hinges for buildings which they plan and erect. 
Hardware Dealers will find “Spring Hinges of 
Quality” easier to sell. 


Send for New Catalog No. H47 
Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
U.S, A. 
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THERE’S PROFIT IN DOORS THAT NEED 


ILCO KEY-BLANKS 


And there’s a reason for that 

OO profit! ILCO has put its entire 

on resources into encouraging the 

key-cutting business. Branch 

offices located at strategic 

trade centres throughout the 

country bring you unequalled 

ILCO service. Continuous study 

is given to ILCO products to 

maintain their high quality. 

ILCO is accepted everywhere 

as standard because of its guar- 

anteed quality, its reasonable 

price range and the prompt 

service it offers. It will pay 

S you to investigate the oppor- 

QR _ tunity offered by ILCO key- 
blanks. Act now! 





THE INDEPENDENT LOCK COMPANY massachucene 















The Wolves of Lenox— 
How their name spread the width 
and breadth of land. In a fear- 
some chorus of barks and sav- 
agely snapping jaws they broke 
from the Highland forests of old 
Scotland and rushed with the 
speed of the wind down thru 
pastured flocks. Nothing stood 
before that super strength, speed 
and clean cutting teeth—when 
_ of Lenox were on the 
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Hack Saw Profits! ~ Weis 





Popularity that has 
spread to every corner 
of the land—a demand 
for “the tools in. the 
plaid box” — from “ghops 
and men to whom ck 
saw blades of 8 r- 
aarone. quick cy§ing 
and long lasting ities 
are essential. 
Stock up on olves of 
Lenox. Watch your prof- 
its shoot up too. Our 
special sales plan will 
help you get these blades 
started in your territory. 
Write for particulars to- 
day. 
The tools in the Plaid bex 


American Saw & 
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Ounces of Crestoloy 

Steel set-up, adjust 
and maintain 
this machine 


One trim Crestoloy Wrench, 
weighing only thirteen 
ounces, handles 8 nuts reg- 
ularly adjusted in every 
piece operation on_ this 
gear hobber. In_ set-up 
work from 12 to 15 differ- 
ent nuts are accommodated 
by the same wrench. 


Crestoloy Wrenches, be- 
cause of theirlighter design 
and greatly increased tough- 
ness, have created thou- 
sands of new customers for 
these versatile tools. House- 
holders, professional mech- 
anics and industrial buyers 
are ready prospects. Every- 
where Hardware dealers 
are findingin them a bright 
- stimulus to tool sales. 


Three sizes are available; 
6 inch, AC16; 8 inch, AC- 
18, and 10 inch AC110— 
retailing at $1.00, $1.25 
and $1.50, respectively. 
All carry the unconditional 
Crescent guarantee. Order 


It is interesting to note that on 
a stock from your jobber 


this particular machine, due to 
German manufacture, standard { today. 

American wrench openings are | an 

impractical, and the speedy CRESCENT TOOL COMPANY 
Crestoloy adjustment feature 
proves doubly advantageous. 


CRESTOLOY:=: 


DESIGNED, MADE AND GUARANTEED BY THE ORIGINATORS OF THE CRESCENT WRENCH 


Jamestown, N. Y. 
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THE PUBLIC WILL INSIST ON 


LIONEL TRAIN 


“THE TRAINS THAT 
RAILROAD MEN 
BUY FOR THEIR BOYS” 


This will be LIONEL’S greatest year because of the tre- 
mendous demand for Lionel Trains created by Lionel’s 
year-round advertising campaign and because Lionel 
Trains represent greater value, dollar for dollar, than 
ever before. The buying public is insisting on Lionel 
Trains — they will not be satisfied except with the best. 
Don’t you be caught unprepared this season—there is 
still time to bring your stocks up to par. That Lionel 
Trains “‘are the trains railroad men buy for their boys” 
is evidenced by the hundreds of unsolicited testimonials 
from leading railroad executives and engineers. 


Send for the new Lionel 52 page 
full color catalog for 1931 


The Lionel Corporation, 15 E. 26th St., New York City 





Midwest Branch West Coast Branch Canadian Branch 
Merchandise Mart, Room 1428 M.Sweyd & Son, Rep. Harold F. Ritchie & Co., Ltd. — 
Chicago, III. 718 Mission Street Toronto and Branches Engineer S. E. Godshall vi famous ‘‘ Pennsylvania Limited’’ says 
San Francisco, Cal. Lionel Trains are the ‘‘trains railroad men buy for their boys.’ 






(Above) 
Lionel Outfit No. 296E 


(Below) 
Lionel Outfit No. 148 


‘ Lionel Outfit No. 148 
Lionel Outfit No. 296E To Retail at $9.95 


To Retail at $15.95 


Lionel ‘‘Multivolt’’ 
Transformers —the 


a : E + An exceptionally !ow price for this finest that can be made. 
Comprises distant control loco, illumi- quality set. Comprises steam-type loco Custom made in our 
nated pullman =— and illuminated ob- and tender, Pullman car and observa- own factories. Will 
eevee ees straight and curved track, tion car; straight and curved track, warn- operate all makes of 
warning signal, and" lockon” connection. ing signal, and ‘‘Lock-on” connection. electric trains. 





Lionel Model Electric Trains and Accessories ... Lionel Multivolt Transformers 
HARDWARE AGE 











